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EVERYWHERE-BRODIE 
is linked with Progress. 


Here’s another example 
from the PHILIPPINE ISLANDS 


B51C BiRotor 


MANILA HARBOR REFUELING FROM BiRotor EQUIPPED BARGE 


This mobile fueler in Manila Harbor has been 


in continuous operation for over four years. 
Self-propelled, it transports both diesel fuel 7 
and gasoline to refuel tugs and fishing boats 


as well as ships. At the heart of this busy 
mobile fueling unit are four Brodie B51C 
BiRotor meters 


This is a job where equipment must speed 
delivery —and, where you never have to baby 
a BiRotor you just use it at full rated 
capacity; day after day 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 





For years oil companies 
had only one way to 


ZY on gasoline 
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sales trends fast. 4 
That was through fe 


Ethyl’s monthly report WHERE 

of total industry sales 

by states. The industry de G 0) 0 D ” 
service, but the need for G 0) 0) D 
additional information 

on retail sales became EN 0 U t H 











So today, with the help 

of the oil companies, 

Ethyl sends out month- ETHYL CORPORATION, new york 17, n.7. 

TULSA @ CHICAGO @ LOS ANGELES 

ly reports ETHYL CORPORATION OF CANADA LIMITED, TORONTO 
Vege é / ETHYL USA (EXPORT) NEW YORK 17,N.Y. 

giving service station 

gasoline sales by grades 

in 117 metropolitan areas. 


“GOOD” iust 


wasn’t good enough. 
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“KAMIOKS 


can do a 
job for 
you | They certainly can if you have any hose 


or pipe connections. Whether you 
handle liquids or dry products, OPW 
Kamloks are the fastest, safest, surest 
hose and pipe couplings known. 

FASTEST—Simply slip the coupler on 
the adaptor and press the two arms 
down .. . you've made a tight, leak- 
e]cele)molelalal-eadielam 

SAFEST-—OPW Kamlok connections 
are made without twisting, kinking or 
straining hose and piping. 

SUREST—Cam Arms hold connection 
perfectly tight. No threads or lugs to 
engage-—no extra tools required 
And—-OPW Kamloks are 

available in a variety of styles. One 
Style will solve your connection prob 
lem. 

available in aluminum, bronze, monel, 
semi-steel, and stainless steel with a 
selection of six gasket materials. One 
ololesleliar-) (lols Mme) Mmmanl=)¢-] -lale Mid 1-1.¢-1 a0 
handle your product in the best, least 
expensive way 

available in a variety of sizes . 
from 2” to 6”. 

There’s an OPW Kamlok just right 
for You in style, materials, and size. 
When you need the fastest, safest 
surest coupling known, GET OPW KAM 
LOKS. More information available in free 
Catalog F-10-R. Write for your copy. 
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THE T, SAFEST, SUREST COUPLINGS KNOWN 


i 


© 1960 OPW CoRP rs sie, << > 


j | || ] ( r- 


CLOSED 


Opw CORPORATION. | 2735 COLERAIN AVENUE | CINCINNATI 25, OHIO 


VALVES, COUPLINGS, SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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What happened at Chicago marketing meetings 


NPN FORECAST: BUSINESS IN 1961 





How top marketers are planning for next year 
Business and fegislative outlook: 


The new White House 
What Congress will do 
Highway building 


e The national economy 
e Regional business prospects 
e Oil-industry outlook 


e Oil advertising plans Labor organizing 


Forecasts begin on page 80 











Fuel Oil 
How to swing gas users to oil—Meenan Oil's way 


Merchandising 
Texas concern tries points instead of stamps 


Special Report 

What Esso’s area pricing is doing to the Carolinas 
Tires-Batteries-Accessories 

How dealers can sell TBA more effectively 
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City-planning official tells why stations are objectionable ._. 
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Your Personal Business 
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Behind Our Headlines 
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Editorial Your Guide to the Market 


This month’s marketplace 
Letters Petroleum indicators 
Meetings Supply and demand 
Market outlook 


Money-Making Ideas Rahat fedemeter 


Refinery and terminal prices .... 
Tank-wagon prices .......... 


What They’re Saying Gasoline markets 


Top of the Month... 


UNSURE ABOUT 1961? Starting 
on page 78, you'll find out how other 
marketers are planning for it, in all 
vital areas of marketing. And starting 
on page 80, you'll find a look-ahead at 
prospects in other crucial fields: na- 
tional and regional business, govern- 
ment, highways, labor. Read it and 
make your plans for ’61. 


BETTING ON OJL HEAT. That’s ex- 
actly what Bill Kenny of Meenan 
Oil is doing. Big builder Bill Levitt 
bet Kenny $1000 that Meenan Oil 
couldn’t get 300 gas-to-oil conversions 
in new, all-gas Levittown, N.J. by 
Jan. 1. On page 92, you'll learn what 
Kenny’s doing to win his bet. 


AREA PRICING is a highly impor- 
tant subject in marketing today. As 
used by Mobil Oil and Esso Standard, 
it’s helping to solve problems in tradi- 
tionally tough markets. One reason 
area pricing is significant: It’s not just 
a pricing mechanism, but an expres- 
sion of a distinct marketing philoso- 
phy. Last month (p98) NPN studied 
Mobil’s area plan. On page 100, you'll 
find a full-scale report on Esso’s. Be 
sure to read both. 


WHAT’S WRONG with service sta- 
tions from a municipal-planning point 
of view? On page 115, a city-planning 
official expresses his views—the first 
time a spokesman for local govern- 
ment has done so to oil men. 


NEXT MONTH: NPN’s semi-annual 
motor oil ratio report . . . how to 
modernize a bulk plant . . . what you 
should know about blending fuel oil. 
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GLOBE 


Frame fentect 


HOIST 


“FRAME-KONTACT” 
SINGLE POST 


THE WORLD'S MOST COMPLE 


““FRAME-KONTACT” 
TWO-POST 


ROLL-ON TYPE. 
AUTO 


Re a, 





| 
~ TWO-POST, AUTO 


TE LINE OF AUTOMOTIVE AN 








For three out of four service jobs, you have to get under a car. That means 
using a Hoist . . . getting the car up so that vital underside parts are 
visible and accessible. For safety’s sake and trouble free driving, a car 
should be checked . . . periodically . . . from below! 

For service profits, a car should be raised on a Globe FS-10 (single post) 
or FS-27 (2-post) ‘““Frame-Kontact” Hoist. These Hoists have superiorities 
unmatched by present-day lifts . . . easy swiveling arms. . . long-sleeved 
pick-up pads that reach to any chassis support area . . . full rotating, 
3-position pads that will handle any car or any make or model. 

For complete data on Globe “‘Frame-Kontact” Hoists, write to Globe Hoist 
Company, East Mermaid Lane at Queen Street, Philadelphia 18, Penna. 


FOUR-POST 
ELECTRIC, 
AUTO 
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Behind Our Headlines 





Fast-Moving Monthly 


b Bae JUST NOT TRUE what some people think about 

monthly magazines, that they’re leisurely paced pub- 
lications devoid of all pressures because they don’t face 
daily and weekly deadlines. 

This issue is a good example of the pressures a con- 
scientious magazine like NPN works under every month. 
A little more so, this time, 

A big feature this month is a look-ahead at 1961, 
with material developed especially for marketers. We 
knew the outcome of the elections would affect some 
people’s plans and opinions, so much of the material 
was gathered after the Nov. 8 elections. Ordinarily the 
bulk of our material should be at the printer’s by Nov 8. 

Two national meetings of influential oil marketers 
enabled us to get a lot of information in Chicago: the 
NOJC convention right after the election, and the API 
marketing-division meeting in mid-November. Several 
of NPN’s staff members concentrated in obtaining in- 
formation about marketers’ plans for 1961 and their 
reactions to the elections. As a result, we didn’t com- 
plete the report until just before press-time. 

That means a lot of speed and pressure, not only for 
a monthly but for any publication. It also means a 
timely, pertinent, and exclusive report for NPN readers. 


That Time of Year 


NE OF THE PLEASANT sidelights of oil marketing is 
NPN’s annual Christmas poem, which is getting to 
be an industry fixture. 

Turn to page 9 for this year’s delightful offering, 
composed by John Bethell, NPN managing editor. For 
five years now, John has presented this little gem, spar- 
kling with humor and exquisitely crafted. 


Birthday Note 


| Mga YEAR we observe NPN’s anniversary as a 
monthly, mainly because it was known as a weekly 
for so many years. 

With this issue, NPN is now in its seventh year as a 
monthly. As reported last year, NPN is not only way 
over the hump as a monthly, but has achieved new 
eminence and stature in this phase of its career. 

It’s interesting to note that a sizable number of 
readers know NPN only as a monthly because they en- 
tered oil marketing since 1954. It’s worth noting, too, 
that our staff has become a veteran monthly staff. Even 
those who worked on the old weekly have served more 
years on the new NPN than they did on the old. 


From All of Us 


ey ALL OUR READERS, in the U.S. and all over the 
world, best wishes for a Merry Christmas and 
Happy New Year from everyone at NPN. 


Cram Recece 


Editor 





lg: 
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This little jiggerful is a pretty close 
measure of the average petroleum 
jobber’s profit per gallon. Lose it 
through spillage, pilferage or 
inaccurate measurement and you 
lose the profit on a whole gallon sold! 


Multiply this by the number of 
gallons one of your trucks handles. 

A small measuring error could 

give away $2,000 of your money 

in one year with the greatest of ease! 


This is why accuracy is the only 
important factor when buying a 
meter. All other factors, such as 
loss of head or a slightly lower 
price, take a back seat. 


Make sure you get true accuracy 
in three dimensions . . . accuracy 
at one rate of flow at any one time 
... accuracy over a wide range 

of flows . . . and most important, 
accuracy that’s sustained over 
many years, that doesn’t drift 
every time you turn your back. 


OTs’ the profit on a whole gallon 


Neptune’s fine reputation and 
leadership is based on true 
three-dimensional accuracy. 

For positive personal proof, make 
your own tests. Keep comparative 
records. And ask your neighbors. 





Neptune oil equipment jobbers 
near you have all sizes for tank 
trucks, transports, refuelers, 
bulk plants and terminals. 








LIQUID 
NEPTUNE METER COMPANY / merer 


47-25 34th St., Long Island City 1, N. Y¥. | D/VISION 
Branches and Jobbers in All Principal Cities 





TWO REASONS WHY YOU CAN DEPEND 
ON A WAYNE PUMP 
FOR LONG, TROUBLE-FREE SERVICE 


Continuous duty solo pumping unit 


Provided as standard equipment on all Wayne suction 
pumps, the Continuous Duty Wayne Solo Unit has 
proved in service to be the most durable, most easily 
maintained unit ever built into an island pump. It is 
completely self-contained. Pump, mutor, strainers, 
bypass valve, air eliminator, check and pressure relief 
valve, floats—all are housed in one aluminum casting 
to save space, eliminate piping, and increase hydrau- 
lic efficiency. Yet every component is readily acces- 
sible without removing dispenser side panels or the 
Solo Unit. It takes just pliers, screwdriver and wrench. 


Corrosion resistant micro-accurate meter 


Perfectly accurate even at very slow rates of flow, the 
Wayne 2PM-3 Two-Piston Meter provides a smooth- 
ness of operation unknown in other designs. It is 
noted for unusually high gallonage through-put. Ad- 
justment, which is seldom necessary, is easily and 
precisely made just by turning a knob. All materials 
have been selected for extreme corrosion resistance. 
In fact, in arecent test a Wayne Two-Piston Meteraccu- 
rately measured 3,000,000 galions of a salt water and 
gasoline mixture without exhibiting any sign of cor- 
rosion damage. 


eeeeeveeveeeeeeeeeeeeeeeeeeeeeeseeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee eee 


The Solo Pumping Unit and the 2PM-3 Two-Piston Meter are standard on all 
Wayne 400, 420, 440, 600 and 605 pumps. They reflect the engineering 
skill and quality of construction you will find in every component of these 
pumps. Write for complete data, outlining your dispensing requirements. 


WORLD'S LARGEST 
MANUFACTURER OF 


GASOLINE PUMPS AND 


SERVICE STATION EQUIPMENT 


eeeeeevoeeeoeeveaeeeeeveeeeeeeeeeeeeeeeeeeeveeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


THE WAYNE PUMP COMPANY - Division of Symington Wayne Corporation - Salisbury, Md.- WAYNE PUMP CANADA, LTD. - Toronto, Ontario 
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a marketers! Once again 
Come Christmas wishes from NPN! 


Me Gather ye round! The best of the season 
To Henry Burns, J. Freeman Reason, 

The Coast Oil Richardses, Herb and Nell, 
Gordon McMehen, Jack Blake, Ray Bell, 
Earl Hess, Gap Powell, Rudy Dean, 

Fred Blatz, Duke Sullivan, John Green. 


Me Of Christmas joy, a bulging barrel 
To Leo Hoar, Herb Dowd, Red Harrell, 
Arnold Childs, Paul Wild, Bob Dow, 
Walter Simas and John K. Howe. 

Sing out carols with special gusto 

For Fergy Ferguson, G. L. Dusto, 
Harry Kennedy, Harry Krass, 

Perry Peterson, Homer Bass; 

E. K. Bennett and Leslie Neal, 

Cassius Purkiss and O. L. Deal, 

Allen Welliver, Bill Mahoney, 

Austin Williford, Guy Mallonee. 


3% To namesakes Bob and Halsted Park, 
Everett Wells, Bill King, Hamp Clark, 
All the Citrins and Barney Majewski, 


Send Christmas blessings, and more than a fewski. 


Ditto to Lowell Hunt, Jim Cross, 
Roger Brown, Don Ward, Carl Ross, 
Howard Hempstead, Lloyd McLain, 
Buck Wadlow, Cecil True, Jim Lane. 


% A special Christmastime salute 
To Richard Kuss in his pitchman suit; 
To Leo Guttman, D. T. Colley, 

Julius Loeffler and Edward Jolly, 
Thomas Horrocks, R. M. Blaize, 

Bob Burg, Carl Jonswold, Homer Hays, 
Bill Hall-Holland, L. F. Sperry, 
Tarheel Sheldon Castleberry, 

Everett Elliott, Harry Bade, 

Bill Best, Burt Pickard, Herbert Spade. 


M Some choice cheroots to Jay F. Spry, 
And all the best to Walter Fry, 

Jack Toner, Betty and Mac O’Neill, 

Ernie Vorwerk, Fred Rosenstiehl, 

Woody Ramsey, Thomas Doyle, 

Cotty Cottrell and Marcus Royal. 

A big hello to M. H. Garrett, 

Elmo Hidy and Charley Barrett, 

Jack Gillespie, Tim Loizeaux, 


Tom Veale, Ralph Ross, Fred Hague, Russ Snow; 


Don, Vern and Ralph, the Real McCoys, 
And all of the trade-relations boys: 

Lon Kump, Bill Marquam, Bennie Davis, 
George McDaniel—those rarae aves. 


3% To Willard Wright, bright light of Sun, 
Everything good in Sixty-One; 

The same to Edgar Braun, Sam Reeve, 
The Slezak brothers, Frank and Steve, 

G. A. Klaffky, Jerry Sanner 

Burt Devere, Fred Bates, Paul Tanner, 

J. B. Kelley, Milton Farris, 

Ollie Minor and J. S. Harris, 

Bill Brown, Nick Turkevitch, Steve Cawley, 
West Coast showman Edwin Pauley, 

His number one marketing boy, Joe Perry, 
Jack Lenker, David Derryberry, 

Joe Giardina, Russell Venn, 

Jim Bigham, Charlie Kramb, George Glenn. 
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Ne May Lady Luck deal a royal straight 
To Shell’s new straw boss, Monte Spaght, 
And winning hands to Garland Higgins, 

Ollie Epps, Jack Scott, John Wiggins, 

Ernie Sewell, Sam Ross, Jack Daker, 

Bill George, Bill Schmitt, Bill Jones, Bill Baker. 
May Gus Long’s long suits all be strong 
And Tom Strong’s strong suits all be long, 
And aces down to Baxter Ball, 

Bill Barr, Marsh Tarr, Al Wall, Carl Hall, 
Al Loucks, Sun Sheehan, Carstens Slack, 
Continental’s Mister Mac; 

Deal such cards to Arthur Youens 

That he’ll stand pat and not need new ones. 


Me May Santa fill each hanging sock well 
For A. A. Stambaugh, Rocky Rockwell, 
Emmet Niland, Clarence Fay, 

Louie Langie, Harry May, 

Charley Lockard and Thurman Leeper, 
Disturbing nary a dreamy sleeper, 

But bringing goods gifts to Charles Cohoon, 
Howard Teak, A. C. McLoon, 

Pete Lomenzo, Haines Finnell, 

E. D. Brockett, Reid Brazell, 

Marion, Amos, Carl and Stan, 

R. K. and the rest of the great Smith clan. 


Ye May Santa look in on L. L. Snyder, 
John McClure, Jess Neff, Doc Rider, 
Harry and Joey Read, Bill Milligan— 
He has before, we hope he willagin. 
May he remember J. H. Saylors, 

The Kenneth Birkins, the Robey Taylors, 
Les Stuart, Dudley Tower, Joe Winger, 
Lysander White, Nick Grebeldinger. 
May something be left for Michael Orrick, 
Harry Utzerath, Chuck Warrick, 
Barksdale, Frank, and Lampkin, Russ, 
Hutchinsons Hal and Joe and Gus, 

Bill Murray, Bud Copple, Hal Michello, 
Ben Symon and Leo Spanuello; 

Floyd and Norman Miles, Bill Quinn, 
Bob Goodykoontz, Bob Niles, Hy Finn. 


Me A very special Christmas glow 

Tor Browders Sam, Ed, Rhea and Joe; 

The same to Coyle Briggs, Clyde Port, 

The Copeland brothers, Bert and Mort, 

Bud Adams, gridwise son of Boots, 

Dick Keresey, Ray Dounce, Jim Outz, 

John White, Ted Wellman, Elliott Pugh, 

Jack Knight, Vern Bellman, K. G. Rugh, 

Art Kelly, Harry Moir, Bill Bryan, 

The Albuquerque Brothers Ryan, 

Jack Shea, Jack Fallin, Richmond Meyer, 

Herb Clay, Frank Allen, Peter Dwyer; 

Frank Staub, Al Kaye, Paul Banks, Jack Minner, 

May your store of blessings grow fatter, not 
thinner. 


Me Mel Hattwick, here’s to another best-seller; 
A record year to Bob Brown, Fred Keller, 
Al Stebbings, Al Carmitchel, Robert Scholl, 
Pat Caputo, Grant Young, George Cole. 
Dan Lundberg, a year of fruitful Brehmestorms; 
LeRoy Schneider, more of the same storms; 
Hardin Kimrey, we're glad you're well; 
Otis Ellis, keep giving ’em hell; 
To Stancal and Mobil, good luck with Methyl, 
And to all a good night from 

—JouN T. BETHELL 
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Superior quality forged body 
—precision machined 


Uniform wall thickness 


Extra heavy reinforcing rim 


larger diamoter com ears 
for longer service life 


longer 
service 
Uniform heavy 
wall thickness 
—no weok spots Pal AY 
Superior quality forged body f 
—precision machined 
—accurate tolerances 


Recess retains gasket 
in coupler and assures 
proper placement 


your hest buy is. 


EVER-TITE 
-the best quality 


quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
can be sure with 
ytrw rity EVER-TITE. 


and The EVER-TITE 
Coupler : trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 

hose or pipe. 

Get EVER-TITE and 
get the best. Ask your 
distributor now. 


EVER-TITE 
Standard 
Adapter and Coupler 


EVER-TITE 
Shank 
Hose 


Causing 254 West 54th Street 


New York 19, N. Y. 


Dust Cap 
EVER-TITE Dust Protectors 





EVER-TITE COUPLING CO. INC. 





Letters 


About tests and training for burner service 
men... automation at terminals ... problems 
of street widening and service-station moving 


To THE EDiTorR: 

>The article “How Good Are Your 
Burner Men?” (NPN—Nov. p110) 
seems to be most timely and in my 
judgment hits the bull’s eye. 

Actually, we were discussing this 
same matter in our own company 
just last week. We have decided to 
classify all our oil-burner servicemen 
based on their length of experience 
and respective abilities. 

As one of the tests of ability, we 
propose to have them take the OHI 
examinations. If they pass the “Silver 
Seal,” they shall fall into one classifi- 
cation with one hourly rate; if they 
pass the “Gold Seal,” they shall fall 
into a higher classification with a 
higher hourly rate. 

If there is one vulnerable point in 
the armor of fuel oil in its battle 
with natural gas, it is that of satisfac- 
tory burner service promptly ren- 
dered. In my book, the industry is 
short of good qualified burner service- 
men. 

It would be my most earnest wish 
that the OHI would conduct each 
year two training schools: one an ele- 
mentary course for men coming into 
the industry, and one an advanced 
course for men who have been in the 
burner-service field. These schools to 
be conducted at the local level, or at 
least at the regional level annually. 

Louis A. LANGIE 
President 

Langie Fuel Service Inc. 
Rochester, N. Y. 


Remote Tank Gaging 


Your story “Why Mobil’s Using Re- 
mote Gaging in Marketing Terminals” 
(NPN—Nov. p146) is very good, well- 
prepared, and we are in agreement 
with the various statements made. 
Mr. Gill’s comment [about remote 
valve controls and unattended bulk 
plants] is only an indication of what 
can actually be done. For instance, 
on our Pioneer Pipe Line, the dis- 
patcher, in his office in Spokane, can 
Operate any pump on the entire sys- 
tem, based on instant information re- 
garding storage in any tank at the 
various stations along the route of 
this line. This includes starting and 
stopping the pumps, gaging individual 


tanks, and opening or closing valves. 
This is complete automation. 

I also understand that on the West 
Coast they have gone even further 
along this line, in that products de- 
livered from their terminals are auto- 
matically flashed into IBM machines, 
which automatically punch cards for 
invoices with all information neces- 
sary for complete billing, and furnish 
the driver this completed ticket as he 
leaves the plant. 

I believe this idea will be a com- 
plete home-run the day the machine 
not only delivers the invoice, but col- 
lects the money. 

C. B. POPKIN 
Director, Design & 
Construction, Marketing 
Continental Oil Co. 
Houston 


Station Moving 


> After reading “How to Move and 
Stay Open, Too” (NPN—Oct. p140) 
I passed it to Ray Walters, head of 
our engineering department. One ques- 
tion Ray raised was the expense in 
connection with such a method of 
moving a station. Also, how were the 
hydraulic lift cylinders handled? 

I think articles of this kind are quite 
interesting. The particular problem in- 
volved is facing many of us as widen- 
ing of streets and highways is squeez- 
ing our driveway area. Of course, to 
be most useful to us, as well as to 
other people, what it cost would be 
of interest. Gallonage after the sta- 
tion was moved and had a reasonable 
time to hit its stride would be of value. 

CHARLES J. BOLTON 

Manager, Marketing Division 

Ashland Oil & Refining Co. 

Ashland, Ky. 

We agree this would be interesting 

information, but unfortunately Stand- 
ard of Ohio declined to supply it. 


Training Aids 


>I found the article “Training Aid: 
Worm’s Eye View of Pipes, Tanks” 
(NPN—Sept. p158) very interesting. 
The Esso people must find this equip- 
ment quite useful in the training of 
their construction and maintenance 
people. 
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It seems, however, that only a con- 
cern with coverage as heavy as Esso 
has in the heavily populated areas 
could afford such installations and 
make profitable use of them. A com- 
pany such as ours operating in rel- 
atively sparsely settled areas must 
tely on contractor maintenance rather 
than salaried maintenance and could 
hardly afford installations for the 
training of the employes of contrac- 
tors. 

This does bring up the point, how- 
ever, that some of the equipment- 
supply concerns might very well set up 
similar installations for the training 
of their own people as well as the 
employes of their customers. 

R. W. Hirp 

Director, Real Estate, 
Marketing Dept. 
Continental Oil Co. 
Houston 


Oops! 

In the October issue of NPN under 
“About Oil People” (page 187), you 
mention that Robert L. Burg of Roco 
Petroleum Corp. has been in the oil 
business 25 years. I do not know your 
source of information on this article, 
but being only 38 years old, I would 
have had to start at the young age 
of 13, and I believe that even John F. 
Kennedy has not been that successful. 
I would like to see the article cor- 
rected to say that Sam Rotenberg, 
president of Roco Petroleum Corp., 
has been an oil jobber for 38 years, 
the past 23 years a jobber of Standard 

Oil Co. of Indiana. 
ROBERT L. BuRG 
Roco Petroleum Corp. 
St. Louis, Mo. 


Packaging Problems 


>“Coming: New Low-Cost Packages 
for Motor Oil” (NPN—Oct. p86) I 
feel in general is a very good presenta- 
tion. 

Naturally, all of us are taking every 
way possible to reduce packaging 
costs, and in this regard it has been 
our experience that distances of dis- 
tribution have a great deal of effect 
on the accomplishments of a given 
type package. 

Filling speed and durability are two 
very important factors in packaging 
motor oil, and I certainly hope one 
or more of the various packages men- 
tioned in your article will be found to 
fill our needs, 

F. E, ROSENTHAL 

Manager, Product Development 
and Control 

Texaco Inc. 

New York, N.Y. 





YOUR 
PROFITS 


GROW 
with @ 


B-6A BRAKE-MOBILE 


the completely portable brake shop for 
TROUBLE-FREE, PRECISION brake work. 


Equipped for complete drum machining and shoe fitting. 


Pays for itself in a few short months—plus a 
sizeable profit on your first year’s operation. 


Get your share of this money-making business! 
Write for details 


BARRETT EQUIPMENT CO. 2101 CASS AVE. ST. LOU! 
Branch Operations: Miami, Fla " Angeles, Calif eveland, Ot 


Export: Springfield, tI Canada 





AGAIN IN 1960... 


building more and greater 
outdoor signs for America’s 
leading marketers 


te 
ERC inc. 


_ Tennessee 


Knoxville 


Rated firms write for free brochure 


OUTDOOR ILLUMINATED PLASTIC SIGNS 
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UROLATORS 


Features this SYLVANIA | 


Jewel-like in appearance 

...yet packed with power-—this 

$34.95 Sylvania model 4 P19 All-American 

radio costs dealers nothing when they buy 
the 1961 Purolator Bonanza deal. 
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Here's all your dealers do to get this 
$3425 transistor radio at no extra cost! 


Get the Purolator Bonanza assortment 
of 27 fast-moving filters for $49.95.* 


/ Included right in the same package is their 
$34.95* Sylvania radio (and an Eveready 
transistor battery for immediate play). 


Stock up on Purolator Bonanzas now... while supply lasts! 


“Purolator” Reg. U. S. Pat. Off. 
“Suggested prices 


The Standard Equipment Line 


PURQOLATOR 


Oil, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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“Our @alional System 
$ 
saves us 1,800 year... 


returns 89% annually on investment!”’ —Brooks Service Station 


Greenwood, S. C. 


“Our National System certainly re- 
paid its cost quickly! And there are 
many other benefits, too. 

“For instance, our National Sys- 
tem provides us with more efficient 
control. Every transaction is printed 
inside the register on a locked-in 
sales journal. Sales by departments 
are automatically accumulated. At 
any time we can unlock these totals 
for immediate comparison checks... 
keeping cash shortages at a mini- 
mum. All items purchased are elec- 
trically added, thus eliminating 
mental errors. 


‘“‘We also benefit considerably 
from the speed of our National Sys- 
tem. It helps us serve our customers 
faster, and also gives us our daily 
sales totals on a current basis. 

“Our National System saves us 
$1,800 a year... returns 89% annu- 
ally on investment.” 


Leon Grerhe 


Owner 
Brooks Service Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 76 YEARS OF HELPING BUSINESS SAVE MONEY 
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MODERN EXTERIOR of 
Brooks Service Station. 


TOM BROOKS, OWNER 
of this South Caro- 
lina Service Station. 


Your service station, too, can benefit 
from the many time- and money-saving 
features of a National System. 
Nationals pay for themselves quickly 
through savings, then continue to re- 
turn a regular yearly profit. National’s 
world-wide service organization will 
pretest this profit. Ask us about the 
ational Maintenance Plan. 


(See the yellow pages in your 
phone book.) yy 
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Money-Making Ideas 


Giveaways boost sales 
... Some new gimmicks 
to get credit cards 


AN ESSO JOBBER in Pennsylvania 
boosted gasoline sales 40,000 gal. over 
a week-end by giving away flashlights 
with every five gallons purchased at 
his stations. Profits on the sale of bat- 
teries covered the cost of the flash- 
lights (NPN—April p201). 


$ 


USED TIRES sell faster when a Car- 
ter station in Montana labels them 
“experienced tires.” 


$ 


INCENTIVE AWARDS offered by 
one station manager are now paid off 
in Green Stamps rather than cash. It’s 
more economical, and _ different 
enough to attract more attention. 


$ 


A FLYING-A DEALER in California 
has added 2,000 credit-card holders 
to his list through a promotion. He 
paid 25¢ into a church charity fund 
for every approved card brought in 
by the church’s various organizations. 


$ 


A CONOCO dealer in Montana is in- 
creasing his gallonage 25% with a 
punchboard gimmick. For every dol- 
lar’s worth of gasoline purchased, the 
motorist gets one punch. When the 
100-punch card is completed, the 
dealer removes a small gold seal in a 
corner of the card. Under the seal is 
printed the amount of a cash award, 
from $1 to $25. 


$ 


CONTEST BLANKS are mailed di- 
rectly to regular customers by a Chi- 
cago Texaco dealer. In addition, the 
dealer offers to mail the completed 
entry blanks himself, and gives a free 
half-gallon of gasoline to anyone who 
brings the blank to the station. 


$ 


A SUN JOBBER, LeRoy Schnei- 
der of Salem, Va., is issuing his 
own credit cards. He has distributed 
1,400 laminated cards colored pink 
(Hers) and blue (His.). 


$ 


ADJUSTABLE POLE ADAPTORS 


Threaded on Top_saa 
for Auxiliary “% @ 
‘> - 


Lighting. 


Weight of Luminaire is Rigidly Sup- 
ported by Sturdy Load Bearing 


sage Mode 
Hub Supports. = 


a \ 


Wireway Access 
Door for Easier Wiring 





Double Model 


J 


Each Arm 
Individually 
Adjustable. 





| 
| 
| 
| 
| 
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SAYS“ (S10°) HERE... 


COMPCO 
CORPORATION 
1800 N. Spaulding + Chicago 47, Illinois 


FOR SERVICE” 


COMPCO 
CANTILEVER 
LIGHTS 


ALL ALUMINUM CONSTRUCTION 


il © Do make sales... because they 


focus customer attention on 
your station and create traffic. 


e Do give more light... because 
Compco engineered luminaire 
design offers more powerful and 
better light over wider areas. 


e Do offer maximum versatility 
and economy. Can be used for 
island, perimeter and approach 
lighting. 


ir 














Somehow, nearly every gallon of gasoline, kerosine, jet or diesel fuel you market will come into 
contact with a tiny bit of copper—enough to accelerate gum formation. A small concentration 
of DuPont Metal Deactivater (DMD) will eliminate the problem. How small? In the picture above 
are 3 ounces of DMD... enough to prevent copper-caused gumming in 8000 gallons of gasoline. 


*We'll be glad to help you figure the sales value of DMD in your product. Call your DuPont representative. 
Or write to E. |. du Pont de Nemours & Co. (inc.), Petroleum Chemicals Division, Wilmington 98, Delaware. 


LEAD ANTIKNOCK COMPOUNDS and OTHER PETROLEUM ADDITIVES 


Better Things for Better Living... through Chemistry 
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What? Barging on the Red? 


The ghost of a slow-drawing Texan is pulling 
for Ft. Worth jobber Barney Holland in his 
attempt to prove the Red River is a river 


A TEXAN whose fast draw failed 

him many years ago would undoubt- 

edly be extremely proud of Texaco 
jobber Barney 
Holland, of Ft. 
Worth. 

This Texan, 
legend has it, was 
quenching his 
thirst in a Denison 
bar one day when 
he heard a Mis- 
sissippian remark 
how ridiculous it 
was to call a lit- 

By Marvin Reid tle old muddy 

stream like the 
Red River a river. Down in Mississippi 
where we really have a river, said the 
Mississippian, the Red wouldn’t even 
classify as a creek. 

That did it. When the smoke 
cleared, the man from Mississippi rode 
away and they buried the Texan. 

Jobber Holland isn’t riding up now 
to renew this 100-year-old brawl over 
the Red, but he’s out to prove it’s not 
only a river but a navigable stream. 
He’s been trying to prove his point 
to the Interstate Commerce Commis- 
sion, and he figures he’ll make a little 
money if he can. 

This past summer, some were star- 
tled to see a paddlewheel tug named 
the “Little Joe” pushing a barge up 
the Red through Louisiana. Oil folks 
were more startled to learn it was 
Barney Holland’s tug, and that the 
barge was loaded with drums of lubri- 
cating oil. When queried about all 
this, Barney said the “Little Joe” had 


started out in Pittsburgh, traveled the 
Ohio and Mississippi Rivers to the 
Red River, and was now headed up 
the Red to Denison. 

After dropping part of its cargo at 
Vicksburg, Miss., and Alexandria, La., 
the “Little Joe” puffed its way 600 
miles up the Red to Natchitoches, La. 
It developed then that the Mississip- 
pian of long ago may have had a 
point. A sandbar woudn’t let the “Lit- 
tle Joe” go on. Extra equipment in the 
form of a 200-hp outboard finally en- 
abled it to get another 100 miles up 
the river to Shreveport, and there the 
cargo was unloaded. 

By this time, Holland had decided 
that a heavy, deep-draft barge wasn’t 
feasible for the Red, so he switched to 
a smaller “jet-propelled” barge with a 
shallower draft. It came down the 
river from Idabel, Okla., “proving 
from the opposite direction that the 
Red is navigable.” 

And so that’s where the “Barney 
Holland Battle” stood in late October. 
Holland was waiting to see if the ICC 
would grant him a common-carrier 
permit to haul oil and other products 
on the Red. He intends to prove to 
one and all that it can be done, and 
that with some governmental help in 
fixing the river up for navigation, it 
can become a vital artery. 

If that long-ago Texan went to any 
reward, he’s pulling for Barney all the 
way. 


»Herren-Watson Oil Co., Houston, 
has become a Texaco jobber. The 
switch adds 10 more stations to Tex- 
aco’s total outlets in Houston. 
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West Coast 


How people like working 


for a big oil company ... 
results of a new poll 


WHAT'S IT LIKE to work for a 
large oil company? Are most em- 
ployes satisfied with their jobs, com- 
pany benefits, chances for advance- 
ment? The California Institute of 
Technology recently completed a poll 
of 29,000 Standard of California em- 
ployes at all levels to find out what 
they think about the company and its 
policies. 

The poll showed that 90% of 
Standard’s people thought that Stand- 
ard was managed as well as or better 
than most other corporations in the 
U.S. and that 80% felt good or even 
proud about working for Standard. 

Standard’s benefit plans were con- 
sidered equal or superior to nonoil- 
company plans by 73% of the em- 
ployes. Income protection (such as 
holiday, vacation, and sick pay) is 
the most popular benefit with Stand- 
ard workers; 48% of those polled 
listed it as most important. Retire- 
ment protection is next—26% like 
it best—and family protection last 
—23% favor it. 

Apparently Standard does a good 
job of keeping its employes informed 
about company plans and policies. 
Some 70% said that they were al- 
ways or usually informed, and only 
8% said that they were seldom in- 
formed. The remaining 22% felt that 
they were at least sometimes informed 
about company policy. 

Standard answered employes’ ques- 
tions on company policy satisfactori- 
ly for 77% of those polled. About 
84% had the same opinion about 
their questions on benefits. 

Some 73% of Standard’s employes 
rated their working conditions good 
to very good, 20% considered them 
just fair, and 6% thought conditions 
were poor. 

Standard’s workers were least hap- 
py about opportunities for promo- 
tion: 32% called promotion chances 
poor, 31% just fair, and only 34% 
good or very good. However, when 
asked whether they would go to work 
for Standard if they “had it to do over 
again,” 58% said yes, 16% said no. 
The “don’t knows” and “no answers” 
accounted for the remaining 26%. 

Write-in comments formed an im- 
portant part of the poll. About 135,- 
000 comments were received, typed 
on IBM cards, and filed by general 
subject nature. 
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CITIES SERVICE 


STANDARD 


Engineering leadership, trouble-free operation and out- 
standing performance are the major reasons these lead- 
ing petroleum marketers use Red Jacket ‘‘Extracta”’ 
Service Station Pumps. 

Petroleum marketers also like the broad line of Red 
Jacket Petroleum Pumps. There are seven sizes of sub- 
mersible pumps from \% to 5 HP. Five more sizes of 
In-Line pumps from 1 to 5 HP can be used for above _ 
ground pumping of petroleum products. a 

RED JACKET 


Contact your nearest RED JACKET REPRESENTATIVE for complete information 


Chicago 5, Ill., A. L. Sobey, 624 So. Michigan Ave. « Dalias 31, Texas, R. M. “Mac"’ Crowder, 6811 Colfax Drive Detroit 27, Mich., Robert B. Cox, 12133 Coyle Ave, 
* Hamilton, Ohio, C. E. “Red” Weaver, 4223 Cinci i kville Road « Indi lis 5, Ind., Gardner Udell, 3820 College Avenue « Kansas City, Mo., R. L 
Faubion, Sr., 2525 S. W. Boul d «Los Angeles, Cal., A. R. Sedgebeer, 2707 So. Hill Street e Minneapolis, Minn., E. “Ai” Zahi, 1516 So. Sth Street e New Orleans 
17, La., Joe R. Mooney, 2704 St. Claude Ave., P.O. Box 3294 ¢ New Vork 36, N. Y., Henry D. Fairlie, 15 West 44th Street e Phoenix, Ariz., Lee Vaughan, 3111 N. 34th 
Place « Pittsburgh 32, Penn., John F, Young, 235-37 Spahr Street « Portland, Ore., Georye Mathews, 325 N. E. 20th Avenue « San Francisco 3, Cal., R. E. Sander- 
SON, 221 11th Street « Seattle, Wash., Tom Baumgartner, 2927 First Avenue « Spokane, Wash., Don Buster, North 210 Helena Street - 


RED JACKET MANUFACTURING COMPANY 


PETROL.EUM EQUIPMENT DIVISION e Box 270, Davenport, lowa 











The East 


Jobbers wonder if gas 
utilities are paying 
their share of taxes 


HAVE HEATING-OIL jobbers hit on 
an Achilles heel of natural gas? It 
could be they have, in an idea put in 
motion at Empire 
State Petroleum 
Assn’s. fall meet- 
ing. 

Two jobbers 
from different 
parts of the state 
brought up al- 
most the same 
question: Do nat- 
ural-gas__ utilities 
pay franchise and 
other local taxes 
on the proper 
type of local assessments? 

One jobber said that in his market 
a gas utility has: never obtained a lo- 
cal franchise. Up to convention time, 
the utility had refused the city’s bid to 
get one. Two other utilities also re- 
fused. This jobber wondered if his 
city tax assessor’s map showed all gas 
distribution mains. 

The other jobber wanted to find 
out if gas utilities’ lines were assessed 
at their full capitalization. “We know 
they put in some lines for as little as 
$1.50 per foot and that they sub- 
sidized other lines to the extent of $3 
or more a foot. And they included 
these costs in their capitalization so 
they could get the proper return. Now 
we should find out if they are assessed 
locally for this capitalization,” he said. 

A third jobber indicated the tax as- 
sessor in his town accepted Public 
Service Commission figures for the 
valuation of gas-utility property. His 
question, “Are these state figures cor- 
rect, or can a local assessor put his 
own valuation on such property?” 

ESPA is looking into the matter. 
Two jobbers are helping ESPA’s of- 
fice staff to check the details. 

Why all the interest in gas-line 
valuation and assessments? If the fig- 
ures do not reflect full valuation, job- 
bers think valuation should be raised. 
Eventually that could pinch gas utili- 
ties and result in rate increases. “Any 
rate increase,” says one ESPA mem- 
ber, “would narrow the $20 differen- 
tial gas has over oil in my market.” 


By 
Cornelius Brodersen 


New York State Automobile Assn. 
wants to get rid of the state-created 
East Hudson Parkway Authority, 


which will take over toll roads in 
Westchester County. The association 
indicates it may ask the 1961 state 
legislature to repeal the act setting up 
the new authority. 

Says the state AAA, “It’s the first 
step in placing major toll-free public 
highways in the state under toll au- 
thorities whose prime obligations are 
not to the public but to the dictates of 
the bondholders.” 

The new authority would also take 
over Taconic State Parkway, now toll 
free. 

Says NYAA, “Attempts are being 
made in Syracuse to block completion 
of a section of the Empire Stateway 
(also toll-free) because it will com- 
pete with the Thruway, a toll road.” 

Instead of trying to raise additional 
money through tolls, the association 
believes, the state should stop divert- 
ing auto taxes and motor fuel taxes 
collected for road-building purposes 
to other uses. 


> Vermont may pass new laws to pre- 
vent misrepresentation in the sale of 
gasoline to the public. Attorney 
General Thomas M. Debevoise says 
he will personally fight for legislation 
to combat what he calls “sharp prac- 
tices” in oil marketing. 

Debevoise is disturbed because 
about 10 stations in the southern part 
of the state (around Bennington) are 
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selling two grades of gasoline at dif- 
ferent prices from the same tank. 

Debevoise’s office can’t crack down 
on the practice under existing law un- 
less the state can prove that attend- 
ants at these stations are representing 
the gasoline from the two pumps as 
being of different grades. 


Boston-area heating-oil jobbers 
aren’t overly alarmed that Gilchrist’s, 
a Boston department store, is now in 
the heating-oil retailing field (NPN— 
Oct. p56). They say they’ve lived 
through that kind of competition be- 
fore. So far, they point out, they 
haven’t lost accounts to the depart- 
ment store. 

Gilchrist’s venture into heating oil 
(with an oil-heat package of service, 
premium fuel, degree-day deliveries, 
and so on) is being carried out under 
the store’s name by Stetson Fuel of 
South Boston. 

Stetson Fuel is leasing floor space 
in the store to advertise the new Gil- 
christ service. Oil and other services 
are billed as a Gilchrist charge. 

Other details on how the plan is 
working and how many accounts Gil- 
christ is serving are not being given 
out at this time by Eugene Brody 
who operates Stetson Fuel. “I think I 
have something good, so why should 
I spoil it by giving out the informa- 
tion,” Brody says. 


Amoco Becomes American 


AMOCO stations will become American 
much like this prototype outlet in Fort 
Lee, N. J., when American Oil becomes 
the marketing arm of Indiana Standard 
(NPN—Aug. p81). “American” appears 
on station facade (above); color is red 
on white instead of green on white; 
pumps are red and blue instead of green 
and orange; station sign (left) is red. 
white, and blue instead of red, white, 
and black. Note sign adopts Standard’s 
torch. 
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Morrison magic valves 
for faster tank truck loading 


DOUBLE POPPET CUSHION VALVE 
AND WHAT iT MEANS TO YOU... 


Save time in loading with complete control of liquid 
flow. Easier to use ... more speed in loading. Easy 
opening athigh pressure. Dashpot type. 
‘Aluminum alloy body, with brass trim. 
Cushion close prevents bang and chatter... 
adds to life of equipment. 


FIG. 189L, at right, can be rigged with cable for 
counter-balance. Weight 9 Ibs. 24%” size. 


FIG. 189S, at right, is double poppet, 
cushion close type. Aluminum nozzle with 
brass trim. Three speed flow control. 


FIG. 189G, at right, a double poppet fuel oil and 
gasoline nozzle. Speeds delivery for undersurface 
loading. Aluminum body with brass trim. Three 
speed. Tapped for vacuum breaker. 9” tubes 

_ Standard. 36” length tube available for undersurface 
loading at small extra cost. 


_ FASTER | CLEANER | MORE SAVINGS FOR YOU 


1960 CATALOG of oil equipment 
now available. Get your copy 
today... mail card and your new 
catalog will be delivered promptly. 


MORRISON BROS. CO. 


OIL EQUIPMENT HEADQUARTERS 
DUBUQUE, IOWA 
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If customers don’t want trading stamps, they go to one pump island (left); if they do, 
they go to the other. Gasoline with stamps costs 1¢ more per gal. (see Southeast) 


Southeast 


How Senco outlets sell 
gasoline both ways— 
with or without stamps 


AT THREE private-brand stations in 
Atlanta, Ga., you can take trading 
stamps or leave them. One pump is- 
land doesn’t give 
stamps, the other 
does—at 1¢ more 
per gal. 

The stations 
are run by Senco 
Inc. (Atlanta), an 
independent with 
18 stations in 
Georgia. 

One pump is- 
land carries a sign 
saying “We Give 
Gold Bond 
Stamps.” The other island has a sign 
that says “No Stamps These Pumps.” 

The stamps cost Senco 0.28¢ 
apiece; one stamp is given with each 
10¢ purchase. At 30¢ gal. for gaso- 
line, the customer pays an extra 
penny to get three stamps that cost 
Senco 0.84¢. So Senco makes 0.16¢ 
gal. 

Attendants say gallonage at the 
two islands is just about even: 55% is 
sold at the no-stamp island, 45% at 
the with-stamps island. 


By B. E. Barnes 


Charleston, S. C., oilman John 
White, president of Port Oil Co., re- 
cently converted 20 stations, three 
distributorships, and one commission 


agent from Crown to Atlantic. 

After many months of litigation 
with Crown over contract interpreta- 
tion, White still has several stations 
under litigation, but has completed 


the switch of the majority of his prop- | 


erty to the Atlantic brand. 


The new Atlantic distributors are | 


Chatham Oil Co., Savannah, Ga.; 
Smith Oil Co., Hampton, S. C.; and 
Port Royal Oil Co., Beaufort, S. C. 

A new Atlantic commission agent 
for fuel oil is J. J. Hanlon, St. An- 
drews Parish, Charleston County, S.C. 

Stations coaverted from Crown to 
Atlantic are in the South Carolina 
towns of Charleston, Myrtle Beach, 
Mt. Pleasant, John’s Island, Beaufort, 
Frogmore, Laurel Bay, Walterboro, 
Varnville, Hampton, and Allendale. 

White also has two newly built 
stations. One is in Charleston, the 
other in Beaufort. 


“You bet—we’ve got the best 
burner service in town!” That’s what 
11 Raleigh, N. C., fuel-oil marketers 
are telling their customers since they 
formed a cooperative burner-service 
stock company. The service outfit, 
called Oil Heat Service Inc., has three 
men and three service vehicles on 
round-the-clock call. 

When a customer calls for service, 
the member-dealer takes the service 
order and forwards it to Oil Heat 
Service. Billing is handled either by 
the service company or by the dealer 
himself, according to preference of 
the dealer. 

Officers of the Corporation expect 
the operation to be in the black within 
a year. 
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BUILD 
CONSUMER 
ACCOUNT 
VOLUME! 


Give your customers 
3-way fueling economy! 


1 Accurate fuel cost control 


Faster, safer refueling—easy- 
to-read horizontal dial face 


3 Padlock provision to end 
pilferage 

Bennett quality features — direct 
drive rotary vane pump, built-in 
strainer and check and by-pass 


valve—make Fleet Jr. pumps inex- 
pensive to operate and maintain. 


JOHN WOOD ve) 
COMPANY “im 


BENNETT PUMP DIVISION « MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COM 
fosombo + Montresl ¢Wiasioes « Uereeever 
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»Georgia oil marketers have just 
started a station-attendant training 
program with an angle—sponsorship 
of local vocational educators as well 
as of oil companies. 

Station employes and prospective 
station employes attend classes spon- 
sored jointly by the Muscogee County 
school district (in the Columbus, Ga., 
vicinity) and the Petroleum Council 
of Georgia. 

The 10-week course will feature 
sessions every Tuesday night in the 
conference room of The Columbus 
Chamber of Commerce. Classes will 
last from 7 to 9:30 p.m. 

Although dealers may enroll in the 


course, it’s not designed as much for 
dealers as for station employes and 
men interested in becoming station 
employes. 

Each of 10 sessions will be con- 
ducted by a different instructor. Each 
instructor is an expert in some phase 
of station operation. The course in- 
cludes instruction in equipment main- 
tenance, station promotion, customer 
relations, service procedures, selling, 
and tourist-trade development. 


Leonard Oil Co., Winston-Salem, 
N.C., has switched to Texaco, giving 
up the Cities Service brand under 
which the company has operated since 


“MY DISTRIBUTOR SWITCHED TO RICHFIELD 
.»- NOW I'M HITTING THE JACKPOT!” 


Your dealers — and you — will hit the jackpot when you switch to a 
Richfield Distributorship. Richfield is more rewarding...you can bank 
more “jack.” You’ll get the very highest quality in products, in mer- 
chandising, in advertising, in supplier help and cooperation. PLUS 
the exclusive benefits of this unwavering policy: Richfield does not 
market its brand of products in competition with Richfield branded 
distributors! Let’s talk in confidence. Call or write Richfield now. 


Serving the Eastern Seaboard from Maine to Florida 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 Third Avenue, New York 17, N.Y. 








1949. Leonard has 21 stations. 

As a part of the brand switch, 
Leonard bought the Texaco Winston 
Salem bulk plant—a warehouse, of- 
fice, and tankage area just across the 
street from Leonard’s long-time oper- 
ating headquarters. 

When the new company § gets 
squared away, the combined new and 
old facilities will store a total 500,- 
000 gal. of product. This gallonage 
will be mostly fuel oils, because Leon- 
ard runs most of its gasoline from the 
Friendship, N. C., pipeline depot di- 
rect to service stations. 


Midwest 


Northwestern Refining 
plans chain of 1,000 
stations in 10 states 


A 10-YEAR PLAN to build a chain 
of 1,000 Superamerica gasoline sta- 
tions in 10 states has been announced 
by Northwestern Refining Co. of St. 
Paul Park, Minn. 

Elmer R. Erickson, president, said 
this is the major part of a $23-mil- 
lion expansion project under way by 
Northwestern and its subsidiaries. 
Some $22-million will go into the 
retail chain. 

Superamerica products will be sold 
through jobbers wherever possible, 
but otherwise the firm will build sta- 
tions itself, Erickson said. Northwest- 
ern refinery now services independent 
dealers, jobbers, and cooperatives. 

The first Superamerica station was 
opened last January in St. Paul, the 
second in Minneapolis, the third in 
Richfield, Minn., a Twin Cities sub- 
urb. 

Erickson said that nine more sta- 
tions, each in a different state, will 
be built by the end of this year. The 
states are Wisconsin, North and South 
Dakota, Iowa, Nebraska, Michigan, 
Illinois, Kansas, and Missouri. 

Northwestern plans to build a 30- 
acre terminal at Superior, Wis., with 
office, warehouse, storage tanks, and 
loading docks. Construction is due to 
start next spring and finish in the fall. 
This will give Northwestern access to 
Great Lakes transportation facilities. 

Northwestern, which was begun in 
1939 by the seven sons of Swedish 
immigrant farmer Edward Erickson, 
recently bought a 13-story building 
in downtown St. Paul. It will be com- 
pletely remodeled, half being used 
for headquarters of Superamerica and 
officers of the parent firm and other 
subsidiaries. 
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Converting to a tight fill system? 





conventional 
manholes 


COST: *a0" 


3% hours i 
concrete repair 


which conversion route will YOU take? 


Exactly! Converting with Buckeye 
No. 717-D is this simple: Remove 
old manhole. Remove existing fill 


cap and replace it with any tight 
fill adapter. Just install adapter and place the 
Buckeye No. 717-D Manhole over the opening. No 
concrete to replace. No need to extend the fill pipe. 
The No. 717-D is gently rounded to fit over the fill 
cap with room to spare. 


Two sizes—9” and 11” I.D., both with 24” 0.D.— 
to convert to any size tight fill system. Economical 
way to repair other installations, too. Reinforced cast 
iron construction. Ready for immediate delivery. — 


*Costs and installation time are approximate. $ [- BUCKEYE IRON & BRASS WORKS 
Box 883, Dayton, Ohio 


_ 
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The Best Gas in the World comes from 
the Best Pumps in the World... 


The dynamic expansion of the world on wheels has 
been pioneered by typical American enterprise — con- 
stantly improving motor fuels and ever-new concepts 
in gas pumping and service. 

In fact, traditional pacesetter in service station 
progress has been the development of new and im- 
proved pumps and service islands. 

The Veeder-Root Computer, known world-wide as 
the “head for figures,” has helped with this pace- 


New York * Chicago « Los Angeles * San Francisco 
Seattle * St. Louis * Greenville, S. C. 
Altoona, Pa. * Montreal 
Offices and Agents in other principal cities 


setting too. Improved readability, faster and more 
precise operation, simplified design, and quick and 
easy operation all mean better service and maximum 
profit protection for the service station. 

Now, important new improvements are being made 
available to service station owners and operators 
through the leading pump manufacturers. 

You can always count on: ‘“The Head for Figures.” 


Veeder-Root 


HARTFORD 2, CONNECTICUT 


7® “The Nome that Counts” 





New York 


Wary gasoline jobbers 
trim expansion plans 


SOME New York gasoline jobbers 
are not optimistic about business in 
the months ahead, and plan to play it 
close to the vest. 

This feeling was evident at the 10th 
fall convention of Empire State Pe- 
troleum Assn. in New York City. 

While some said gallonage was 
ahead of last year’s—the range was 
from 4% to 12%—others contended 
they were just holding their own, or 
down as much as 3% to 4% from last 
year. 

Decreases were laid to soft eco- 
nomic conditions—plant _ layoffs, 
plants moving to other areas, comple- 
tion of certain projects such as the 
St. Lawrence Seaway, and strikes— 
and to price cutters and private- 
branders whose activities tended to 
drain gallonage away from _ their 
branded outlets. 

Even jobbers with a boost in gal- 
lonage said they were going easy on 
plans to build new outlets. 

One jobber, with sales 3% below 
that of a year ago, says he has built 
one no-lube-bay station, plans to build 
two or three more in the next year. 
(“They look like private-brand sta- 
tions. That’s the idea,” he says.) This 
is below normal for him, he says. 

Another jobber, whose sales are 
holding even, reports, “We haven't 
built a new station in three years. But 
we are modernizing some of the older 
ones, and we plan to continue that 
next year.” 

A jobber in a summer resort area 
that recently became a winter resort, 
too, is maintaining a steady 12-month 
volume, but isn’t getting much in- 
crease. “We built a new outlet five 
years ago. Our supplier said it would 
do 150,000 gal. a year. We haven't 
hit 125,000 gal. yet, and we’ve had 
three dealers in the station,” he 
moans. 

Instead of building new stations, 
he’s going after garage accounts. 
“They have steady customers; there’s 
no dealer turnover problem there; 
and we don’t have to get them inter- 
ested in motor tuneup work. They 
already know how to do it.” Besides, 
he adds, there’s no investment in a 
station to worry about. 

Whatever the economic conditions, 
most jobbers indicate they rely more 
on heating oil for profits than they do 
on gasoline. That was the subject of 
talks by Bob Fawcett of Fawcett & 


Sons Fuel Co., Cambridge, Mass., and 
Dick Morgan of Nassau Oil Co., 
Princeton, N. J. 

Fawcett advised them to look into 
two-way radio if they have a mini- 
mum of 1,500 accotinis. In his com- 
pany, he says, radio pointed up the 
fact that service men were using too 
much time going from one job to the 
other. With improved service dis- 
patching, travel time between calls 
was cut from an average of 18 min- 
utes to 9 minutes. 


Associations 


More time is saved by dispatching 
service men from their homes in the 
mornings on a stagger system. That 
prevents men from talking shop for 
“about an hour” at the office, and 
also cuts the rush on the dispatcher, 
Fawcett says. 

After each service call, men report 
by radio what parts were used. 

Morgan advised ESPA members to 
go to premium billing (NPN—Sept. 
°59, pl31) if they want to cut their 
accounts receivable. “It has cut our 








™ Positive Pumping ss 


VIKING BULK PLANT PUMPS 


You can eliminate slow priming, vapor locks, spas- 
modic delivery and partial emptying of tanks. Insist 
upon Viking positive displacement pumps. They're built 
to handle petroleum products from gasoline to lube oil 


and grease. 


The line is complete. Capacities 24 to 1050 G.P.M. 
Pressures to 200 P.S.I. Single or twin pumps. Heavy- 
duty or general purpose construction. Many models. 


Many Underwriters approved. 


For complete information on Figs. 288 and 4161A, send for 
new catalog GR 


VIKING PUMP COMPANY 


Cedar Falis, lowa, U.S.A. in Canada, it’s “ROTO-KING” Pumps 
Offices and Distributors in Principal Cities © See Your Classified 
Telephone Directory. 
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accounts receivable from 40% to 
30%,” Morgan says. In the seven 
years he’s been using premium billing, 
extra profits total more than $52,- 
000. Morgan says it has also increased 
the number of accounts on budget- 
pay plan. “We talk to them and show 
them how much they can save by 
using the budget plan to earn their 
premium-billing discounts.” 

Morgan said jobbers should not be 
concerned about losing accounts to 


other jobbers in their market who do 
not use premium billing. His com- 
pany has lost just 27 accounts in seven 
years because of the system. Morgan 
also minimized the work .Joad.::“We 
use a girl for about one hour a day to 
handle such payments,” he ‘says: 
ESPA’s program included talks by 
John D. King, marketing vice pres- 
ident of Cities Service Oil Co. (Del.) 
and chairman of American}-Petroleum 
Institute’s jobber advisory committee; 





Take a Closer Look 
at Your OPPORTUNITIES 


In Special-Purpose Lubricants 


and Discover... 


What a difference the dag’® makes! 


and by E. K. Bennett, president of 
National Oil Jobbers Council. 

King blasted the notion that it’s il- 
legal to “talk” prices. “We have to 
talk price,” he said, “because it’s our 
market, it’s our living. And we are al- 
ways doing it. We shouldn’t be nerv- 
ous about it.” 

It’s only illegal to collude op 
prices, not talk about prices, he adds. 

“Collusion can’t work,” King con- 
tends, “because the market sets the 
price. You and I are powerless to set 
prices even the tiniest bit above mar- 
ket. But we can destroy the market 
by cutting prices.” 

Bennett said jobbers can do a bet- 
ter marketing job for suppliers than 
suppliers can do for themselves on a 
direct basis “if the supplier aims to 
make a profit on every gallon.” 

Suppliers shouldn’t use profits made 
on sales to jobbers to support lower- 
price sales to unbranded dealers who 
“cut our throats in the market,” Ben- 
nett said. 

“The right kind of jobber is the 
greatest deterrent against further gov- 
ernment encroachment in the indus- 
try. If jobbers are eliminated, I pre- 
dict the industry would find itself reg- 
ulated in the same manner as utilities 
are,” Bennett said. 


For over fifty years, Acheson has pioneered the use of film-forming, 
colloidal solid additives in oils and greases intended for special- 
purpose applications. Beginning with the development of colloidal 
graphite by Dr. E. G, Acheson in 1906, ‘dag’ colloidal dispersions have 
gained ever widening acceptance and recognition as the “ultimate” 
in basic concentrates. ‘dag’ brand products are your assurance of 
dependable performance and economy in lubricants compounded for 
metalworking, metal casting, glass mold and other uses involving 


Indiana 


Jobbers to make survey 


high temperatures and pressures. 


c 


Write today for information on Acheson colloidal graphite, molybde- 
num disulfide and other dispersed solids. Discover for yourself what 


a difference the ‘dag’ makes! 


ACHESON CoMoids Company 


PORT HURON, MICHIGAN 


A division of Acheson Industries, Inc. 
Also Acheson Industries (Europe) Ltd. and affiliates, London, England 
Offices in: Boston * Chicago « Cleveland » Dayton « Detroit» Los Angeles » New York 
Philadelphia + Pittsburgh » Rochester « St. Louis 
‘dag’ is a registered trademark of ACHESON Industries, Inc. 


GENTLEMEN: Please send me the literature checked below: 


[_] Bulletin 421 — For Assembly and Run-In Lubrication 
[] Bulletin 424 — For Use In Industrial Lubricants 
["] Please have your representative call 


[_] Products List 


name 





title 





address 





company 
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eyeing oil divorcement 


INDIANA jobbers are pressing hard 
with divorcement studies. They de- 
cided unanimously at their fall con- 
vention and trade show in Indianap- 
olis to make a survey of jobber oper- 
ation in the state. 

The survey will ascertain (1) what 
part of the state market is contrclled 
by jobbers, (2) the extent of service- 
station building in the state, and (3) 
the number of jobbers entering and 
leaving the business. 

The association planned to try at the 
meeting of the National Oil Jobbers 
Council in Chicago last month to get 
backing from other states for continu- 
ing NOJC studies of divorcement. 

The Indiana group voted unani- 
mously to change its name to the In- 
dependent Oil Marketers Assn. of In- 
diana (it was Indiana Independent 
Petroleum Assn.). The number of di- 
rectors was increased to 15. 

Harry J. Kennedy, senior vice pres- 
ident of Continental Oil, urging bet- 
ter understanding between suppliers 
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‘pumping: stimulate forwaftplamping keters. 

look t¢ the future . . yho insis ionadlpeeorrect, 

ad\ i etter ‘service. Bowser equipment is 
new locations. 
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Write for FACTS 
ABOUT SERIES 
4800 MARKETORS... 


BOWSER iN C. 


MARKETING DIVAS TEON, FORT WAYNE, INDIANA 








_ 


re al 
tae) 


FAIR WEATHER OR STORMY 
... Butler canopies build traffic 


You can pump more gallonage—increase oil ratios—sell more TBA when you offer motor- 
ists the protection and convenience of a Butler canopy. Regardless of blazing sun or 
driving snow, customers can drive in easily and buy in comfort, both in and out of their 
cars. Occasional customers become regulars—transients are instantly attracted. And, the 
sheltered atmosphere makes it easy to “get under the hood”... oil and TBA sales mount. 

As a plus, station employees work faster and more efficiently because they are pro- 
tected from the weather. Equipment requires less maintenance—displays and signs keep 
their sales-attracting appeal longer. And, the flexibility of the Butler Building System 
lets you plan your island locations where they will accommodate maximum traffic and 
allow even the largest vehicles on the driveway. 

Profitable stations with traffic-building canopies can be built quickly and economi- 
cally with pre-engineered Butler building components. Precision-manufacture permits 
fast erection —factory-fabrication offers mass production economies. 

Let Butler be your partner in planning for more traffic. For full details on Butler 
canopies and service station buildings, call your Butler Builder. You’ll find him listed 


@RATING 60 y in the Yellow Pages under “Buildings” or “Steel Buildings.” Or write direct. 
y 4 


BUTLER MANUFACTURING COMPANY 

7454 East 13th Street, Kansas City 26, Missouri 
Manufacturers of Metal Buildings « Plastic Panels « Equipment for Farmirz, Transportation, Bulk Storage, Outdoor Advertising « Contract Manufacturing 
Sales offices in Los Angeles and Richmond, Calif. * Houston, Tex. * Birmingham, Ata. » Kansas City, Mo. * Minneapolis, Minn. © Chicago, Ill. Detroit, Mich, 
; Cleveland, Ohio * New York City and Syracuse, N.Y. * Washington,D.C. * Burlington, Ontario, Canada 
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and jobbers, turned his talk into an 
open discussion and invited questions 
from the jobber audience. 

Some of Kennedy’s comments: 

e On NOJC’s 90-day ultimatum to 
suppliers last year: “The threatening 
posture of a cocked fist would not in- 
spire a positive move from you any 
more than it did from suppliers.” 

e On “super-stations”: “I haven’t 
accepted them yet. I don’t think they 
are the answer.” 

e On the trend to nationwide mar- 
keting: “I see no change for compa- 
nies that have practically covered the 
country. They’re tying a patchwork 
quilt together. . . . We haven’t any 
ambition to sell in all 50 states, and 
most others like us have no damned 
business getting too big for their 
breeches.” 

e On depletion: “It is the nearest 
thing we have to depreciation.” 

e On the major-oil-company sales- 
man of the future: “He'll have to be 
better trained in the theories and phi- 
losophies of merchandising. Not a me- 
chanic, but a man who can advise on 
merchandising problems. We’ve re- 
cruited 50 to 100 men with MA’s in 
business administration.” 

e On majors selling products to 
commercial accounts for less than 
what jobbers pay: “I think it’s nuts. 
We don’t do it. . . . I feel sure that a 
lot of companies feel as we do. There’s 
a trend toward thinking about profit 
rather than volume.” 


Oregon 
Oil-heat promotion will 
likely go through 1961 


OIL-HEAT'‘s “sales-promotion allow- 
ance program” on the West Coast 
appears likely to be extended through 
1961, says Roy Lindsay of the West 
Coast Regional Advisory Committee. 
This was reported at the annual Oil- 
Heat Institute of Oregon convention 
in Gearhart, attended by nearly 100 
heating-oil jobbers and supplier rep- 
resentatives. 

Oil-heat jobbers felt this was good 
news. In face of competition from 
gas and electric heat, the current 
promotion-allowance program (NPN 
—Oct. p83) has helped boost oil- 
burner installations 7.8% over those 
of a year ago. 

Lindsay, whose committee is spon- 
soring the $800,000 program in the 
Pacific Northwest, says that through 
September OHI had received 1,200 
applications for allowance, covering 
1,500 oil burners. 


William Stuart, of American Home, 
told jobbers they faced the same sort 
of competition from gas and electric 
heat as magazines did when television 
first became popular. Magazines reas- 
serted themselves by building a desir- 
able image. “The oil-heat industry can 
do the same job,” he added. 


New Jersey 


How oil sales will go 
in the next 10 years 


NEW JERSEY heating-oil jobbers and 
dealers present at the 28th annual con- 
vention of Fuel Merchants Assn. of 
New Jersey got a look at oil’s next 
10 years. 

Len Marshman, Mobil Oirs whole- 
sale manager, said oil will supply 
42.5% of total energy by 1969 (com- 
pared with 45.5% in 1959), gas will 
advance to 31.4% (27.2% in 1959), 
and coal will supply 21.7% (23.4% 
in 1959). Total energy demand for 
the next 10 years will rise at a 3.5% a 
year (compared with 2.6% a year in 
the last decade). 

Marshman said oil will move ahead 
2.8% a year (compared with 4.6% 
yearly in the last 10 years), and natural 
gas will move ahead 5% a year (8.2% 
a year in the past decade). 

Marshman gave these preliminary 
figures on the heating market: 

e Natural gas will advance from 
35% to 48% of the market in the 
1960-1969 period, while oil will rise 
from 43% to 45% of the market. 

e Oil will add 2.3-million oil burn- 
ers in the next decade, winding up 
with 11.7-million in 1969. 

e The average net gain in burners 
during this time will be 2.2% a year, 
and consumption of oil will advance 
1.7% a year. Consumption per unit 
will decline because of improved burn- 
ers and wider use of insulation in 
homes. 

Marshman said oil heat’s big weak- 
ness is a lack of centralized direction. 
Plugging for action on a one-roof 
trade association, he said, “We are 
going in different directions. . . . Our 
efforts are not coordinated. Ours is 
a weak voice as against the powerful 
voice and force we could be if we will 
only join forces in a new, single, 
strong, unified trade association. Only 
then will the industry be able to prop- 
erly accomplish what is needed in the 
way of aggressive marketing, promo- 
tion, communications, research, and 
technical activities.” 

Irving Oelbaum, president of Oil 
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Heat Council of New Jersey, the state’s 
oil-heat promotion agency, called the 
present $185,000 promotion campaign 
“a drop in the bucket.” He said this is 
only 60% of the goal. “Many counties 
did nothing this year to contribute to 
OHC,” he complained. 

As a result, oil heat is on the de- 
fensive, he charged. “Before we can 
take the offensive we’ve got to stop 
oil-to-gas conversions. And we must 
convince all dealers that this is a fight 
we shouldn’t lose. We are fighting for 
our businesses,” Oelbaum declared. 
There’s “no room for civilians or 
slackers” in the war against gas. 

Pat Caputo of Rite Fuel Co., Hicks- 
ville, L. L, said selling oil-powered 
water heaters would hold present 
accounts and increase gallonage. 

“Accounts can be kept on oil,” 
Caputo said, “because they get all the 
hot water they need quicker at a fuel 
cost below those of gas or electric 
heaters.” 

New Jersey jobbers have a potential 
of 15,000 to 18,000 oil-power units a 
year, he said. “You've hardly sold any, 
although each one you sell means at 
least 300 gal. added to your volume.” 


Nebraska 


Jobbers urge companies 
to divorce marketing 


JOBBERS at the annual meeting of 
Nebraska Petroleum Marketers Inc. 
passed a resolution urging integrated 
oil companies to divorce marketing 
from the rest of their operations. 

The jobbers reasoned that since 
integrated companies claim that their 
marketing departments operate inde- 
pendent of production, pipeline, and 
refining profits and tax benefits, the 
divorcement of marketing should 
present few problems. 

The principal speaker at the con- 
vention, Otis H. Ellis, general counsel 
of the National Oil Jobbers Council, 
told jobbers that “liberalized think- 
ing” in the Labor Dept. could mean 
jobber employes would become sub- 
ject to the overtime provisions of the 
federal Fair Labor Standards Act. 

The department considers product 
picked up, transported, and sold in- 
side a state as “pausing” in the 
“stream of interstate commerce,” 
Ellis explained. 

He said an amendment exempting 
jobbers had been added to the act, 
but that “if a Congress and President 
of liberal tendencies are elected, we 
may never get our exemption again.” 
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IT’S NEW, DIFFERENT AND EFFICIENT NO MATTER HOW YOU LOOK AT IT. 























The ultimate in style and efficiency. Whiteway's new wafer thin, taper line Cobra. 
In addition to its beautiful design Cobra has these plus features: 

|. First fixture available with 3, 4 and 5 power groove lamps. 

2. First fixture to operate 50°, cooler than Underwriter's requirements. 

3. Completely adjustable bracket. 

4. Greatest amount of light output from 3, 4 and 5 lamp fixtures. 


Hf él'4 new tu lighting, él4 usually G Whiteway 


WHITEWAY MFG. CO. © °1736 DREMAN AVE. © CINCINNATI 23, OHIO @ 
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REGIONAL OFFICES 
CINCINNATI, OHIO, BRAMBLE 1-2760 
DENVER, COLO., TABOR 5-7205 
MIAMI, FLA., PLAZA 4-2172 
MT. LAKES, N.J., DEERFIELD 4-2566 
CHARLOTTE, N.C., JACKSON 3-7137 
LOS ANGELES, CALIF., LUDLOW 8-128 


AREA OFFICES 
CHICAGO, ILL., HARRISON 7-2718 
TULSA, OKLA., LUTHER 5-5955 
ROYAL OAK, MICH., LINCOLN 6-9762 
CLEVELAND, OHIO, MAIN 1-715! 


With Distributors in Every Major City 
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What They’re Saying 


Shell's Minner tells 
why future is bright 
for heating-oil men* 


¢¢ I realize that your interest is in 

the Chicago market. The important 

thing to me is that at long last you 

have decided to 

put up a fight for 

your business. 

And unless you 

continue to fight 

like hell for your 

business, many of 

you will join the 

coal dealer. I feel 

strongly that with 

promotion and 

the research ac- 

Minner tivity getting un- 

der way, in time 

you can hold your own against gas 
competition. 

Major producers of distillate heat- 
ing oils now realize the absolute ne- 
cessity for promoting the market for 
all their products with the consumer 
if they expect to continue to obtain a 
yearly increase in demand. 

The situation today compared with 
the gloom of several years ago gives 
us great hope for the future, but there 
still remains a lot to do to convince 
some companies and their manage- 
ment that all is not lost in the oil-heat 
industry. 

A healthy development under 
NFOC has been a major strengthen- 
ing of refiner support. By the end of 
1959, the founding group of nine was 
joined by four more. Today four 
more refiners—Ohio-Aurora Gasoline 
Co., Berry Refining Co., Leonard Re- 
fining Co., and Bay Refining Co.— 
are joining. 

Under NFOC, oil-heat promotion 
has been intensified. Programs have 
grown larger. NFOC now has 78 lo- 
cal programs involving $3-million in 
the promotional effort. 

A third important result brought 
about by NFOC has been a dramatic 
improvement in industry morale and 
a will to fight for business. Today, for 
the first time, competition is being met 
in our most important area—22 states 
that account for 84% of our national 
sales—with advertising budgets and 
with the help of organized skills and 
techniques based on proven experi- 


ence. 99 


*From a talk by J. L. Minner, fuel-oil 
sales manager, Shell Oil Co., to Burning 
Oil Distributors Assn. of Chicago sym- 
posium, Point Clear, Ala. 





new delivery convenience 
and speed with 


SUSPENDED MOUNTING 


MODEL 3604 e 125 GPM AT 545 RPM e PRESSURES TO 100 PSI 


Roper Series 3600 tank truck pump in #4 size is now available in 
new suspended mounting. When mounted, pump is located di- 
rectly behind cab, suspended from steel T-shaped piping arrange- 
ment cradled in bracket on top of tractor chassis frame. Suspended 
pump mounting makes installation and removal fast and easy. 
Combination of slip joint power take-off drive allows quick ex- 
change of pump for transfer of different liquid. While one pump 
is being cleaned, another can be installed, so that no delivery time 
is lost. This interchanging of pumps is often less expensive . . . 
often much safer . . . than cleaning pumps in installed position. 


ALL-WELDED CONSTRUCTION eliminates leak problems found 
in tubing or threaded joints. 


TAPERED DISCHARGE LINE and bottom drain plug makes 
drainage easier, more complete. 


ENDS OF CROSSBAR provide hose connections for curb or 
street side mounting. 


LIGHTWEIGHT CONSTRUCTION needs no channel brackets or 
other supports. 


For information about your specific pump needs, 


contact your nearest Roper dealer 


Dependable pumps 
since 1857 


HYDRAULICS. INC. 


ps OM ERSE, SEORCIA 
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HALF OF YOUR CUSTOMERS 
ARE GOING TO BUY A 
NEW BATTERY THIS YEAR! 


WILL THEY BUY IT FROM YOU? 


The Fox 200 Battery Tester and 
the Fox 372-H Powercharger put 
any service station in the battery 
selling business at minimum cost. 

The 200 Tester gives fast, 
accurate tests to show whether 
battery should be charged or 
replaced. Trouble caused by 
generator or regulator is also 
easily spotted. 

The 372-H Powercharger puts 
a full charge into new, dry bat- 
teries after activation and a full 
charge into every battery that 
needs recharging. 

Test and charge completely. 
These two practices stop “‘come- 
backs”’ 


@ For full particulars on building 
battery sales and service, write 


Fox Products Company,4710 N. 


18th St., Philadelphia 41, Pa. 


OD 4 


FOX 200 
TESTER 


FOX 372-H 
POWERCHARGER 


METHODS AND EQUIPMENT 


FOR SELLING AND SERVICING BATTERIES. 





Sove time. . 





. Save storage space with these new Searle Nozzle 


Repair Kits. Each kit contains most commonly replaced items. . . 
for quick easy repair. 

SEARLE also make a complete line of gaskets & packings for Service 
Station dispensing & hydraulic equipment 


Write for 
complete 


information 


earle LEATHER & PACKING CO. , P.O. Box 32188 


2105 N. Marianna Ave. Los Angeles 32 





What They’re Saying 





About service stations 
in the Soviet Union... 
Redirection of taxes 


6¢ The [service] stations [in the So- 
viet Union] are not on the main street 
because the main streets are too 
valuable to place a service station on. 
They are off on one of the side streets, 
on a piece of property that is not par- 
ticularly valuable, nor is it particularly 
accessible. But by the same token, it 
is up to the consumer to find out 
where the service station is. It is not 
for the marketer to seek the customer, 
because the Soviet system just is not 
set up with customers in mind.” 
George F. Getty Il, president, Tide- 
water Oil Co. 


(¢ The thing most people do not real- 
ize is that federal gasoline taxes, plus 
excise taxes on automobiles, batteries, 
tires, and other accessories, now raise 
approximately $4-billion per year in 
revenue. That $4-billion is consider- 
ably more than the total yearly cost 
of the new highway program. But 
there’s a fly in the ointment: Only 
$2.4-billion of these taxes go into the 
highway fund. The rest—some 42% 
— is quietly channeled off into the fed- 
eral government’s general fund. What 
happens to it after that is anybody’s 
guess.” B. B. Turner, president, Ethyl 
Corp. 


6¢ Today’s station has become a cor- 
poration in miniature. The operator, 
consequently, has become a merchan- 
diser, automotive trouble-shooter, 
sales-training manager, tax collector, 
accountant, credit manager, personnel 
manager, and purchasing agent. He 
hires and trains his salesmen, sets his 
own prices and hours of operation, 
and keeps financial records.” Willard 
W. Wright, senior vice president, Sun 
Oil Co. 


(CThe petroleum industry’s major 
problem has been of its own making. 
Like someone affected with a glandu- 
lar disorder, it can’t stop expanding. 
Its growth mechanism continues to 
grind relentlessly on without waiting 
for demand to catch up. It is antici- 
pating opportunities that were used up 
yesterday. In the process, it has cre- 
ated a tremendous investment in fa- 
cilities that currently cannot operate 
at a sufficiently high level to generate 
a satisfactory return, and it has cre- 
ated product surpluses that hang as 
constant threats over the industry’s 
price structure.” John E. Swearingen, 
president, Standard Oil Co. (Indiana) 
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~NEW CINEMASCOPE MOVIE 


gives America the BIG picture on travel 


There you are — in your favorite theater 
... or your neighborhood “drive-in” — 
and suddenly you're driving across the 
Painted Desert, in the vibrant glow of 
early morning. Colors flash by. Music 
swells around you. Your spirit of ad- 
venture runs high. 

The scene changes, and you're pass- 
ing through a forest of giant sequoia 
trees. Then cruising down the beach at 
Daytona. And seconds later you re pull- 
ing into an historic 100-year-old village 
in New England. 

The music rises, and a title sweeps 
across the wide Cinemascope screen: 
“Down the Road.” 

55 Million Viewers 


For the next 9% minutes, you will tour 
America. You and millions of other 
Americans — some 55 million of them. 

You'll swing across the continent 
from Atlantic to Pacific, Alaska to Mex- 
ico. You'll look, watch, drive, fish, 
swim, photograph, poke and probe 
your way across this great and various 
land. 

“Down the Road” is a color Cinema- 
scope movie. Sponsored by Du Pont, it 
will be distributed on an international 
basis by 20th Century-Fox, starting 
with theaters all across America in De- 
cember. This distribution will provide 
the oil industry with a broad “expand 
the demand” promotion. As such, it af- 
fords your company a natural back- 
drop to your own travel development 
activities. 

Encourages Travel 

In production for a full year and shot 
entirely on location — “Down the 
Road” will encourage a greater appre- 
ciation of the heritage and beauties of 
America, and stimulate public interest 
in seeing them firsthand through the 
convenience and comfort of the family 
car. 

The movie is a fast-moving pano- 
rama that sweeps all the way from 
snow-capped peaks along the Alaskan 
Highway to sun-capped skyscrapers in 
Manhattan, from popular vacation 
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spots like the Grand Canyon to out-of- 
the-way lakeside camp sites, from the 
excitement of a Mardi Gras to the thrill 
of a county fair. 

“America is a land as close to home 
as the point of view, and as far away 
as a thousand horizons.” This narrative 
in the film points out that today’s high- 
ways make all America our playland — 
to see, to admire, to cherish. But there’s 
more than just scenery in this film. 
Woven into it are strong messages on 
safe driving, and for keeping the trip 
completely enjoyable with the help of 





America’s network of service stations. 

From start to finish, “Down the 
Road” is an entertainment motion pic- 
ture, created to capture the imagina- 
tion of theater audiences. Its single 
purpose is to appeal to the sense of 
adventure and pride we all share in 
America — and the ease with which 
our cars can bring it to life. It is ex- 
pected to be one of the motion picture 
highlights of the coming year. 

“Down the Road” will appeal to all 
motorists. Watch for it in your market- 
ing area, starting in December. 





film “Down the Road.” 


for petroleum products. 





Why Du Pont Sponsored ‘‘tROAD”’ 


W. A. TAFT, Director of Sales of the Du Pont Petroleum Chemicals 
Division, explains the purpose behind Du Pont's sponsorship of the 


“As partners in the oil industry, DuPont has always sought 
unique, fresh approaches to the building and expansion of markets 


CONTINUED OTHER SIDE 
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Why Du Pont 


Sponsored “ROAD” 


W. A. TAFT, Director of Sales, Du Pont Petrole- 
um Chemicals Division 


“With the vast improvement in our 
highway system and in tourist accom- 
modations, the time has arrived when 
motorists can readily and easily come 
to appreciate the many scenic values 
America has to offer. There is much to 
see. Adventure awaits us in all direc- 
tions. All the average family needs is 








Du Pont TETRAMIX* combines 
the best of TEL and TML 


Tests at our petroleum laboratory have 
shown that, in many cases, desired 
road octane levels can be achieved 
more economically with Du Pont’s new 
lead antiknock, TETRAMIX, than with 








a little push, a little encouragement, to 
get them out of their own neighbor- 
hood and on the roads of America. 
This film is intended as a sampling of 
what awaits them beyond their own 
surroundings — to whet their appetites 
and give them that push. 

“Naturally, a promotion of this type 
offers several advantages to the oil in- 
dustry at large. When people take 
longer trips, they need more gasoline, 
oil, lubricants and allied products. They 
also get the travel habit, once the ice 
is broken. And finally, we're convinced 
that people who make planned auto- 
mobile ‘tours’ are more inclined to take 
impromptu trips on week-ends and 
holidays. It all adds up to better busi- 
ness.” 





other lead compounds. 

This new additive contains a com- 
bination of all possible methyl-ethyl 
lead compounds, including small 
amounts of TEL and TML. The re- 
sult is a blending of the benefits of 
tetraethyl and tetramethyl lead into a 
single additive that offers you refining 
flexibility as well as lower lead costs 
for a given road octane level. 

While the effectiveness of TETRA- 
MIX varies with gasoline composition 
(as is true with TEL), it is effective in 
low, medium or high concentrations. 
It is also more effective in many gaso- 
lines on a cost-per-gallon basis than 
either TEL or TML. 

Get in touch with your DuPont 
Petroleum Chemicals representative. 
Because we offer all three compounds 
— TEL, TML and TeTrRAmix — he can 
offer impartial advice in selecting the 
one additive best suited to your gaso- 
line stocks. 


*Trademark 








PHILADELPHIA DISTRICT MANAGER 


CARL W. FERRIS became manager of the 
DuPont Petroleum Chemicals Divi- 
sion’s Philadelphia District in July of 
1959. 

Mr. Ferris has exceptional experi- 
ence and qualifications for helping re- 
fineries in his district, in the use of 
TEL, TML, DuPont TETRAMIx anti- 
knock compound and other additives. 

He joined the DuPont Company in 
1947, and his first assignment was at 
the DuPont Petroleum Laboratory, 
where he worked on fuel blending 
studies in the single cylinder engine 
laboratory. He then did road test work 
with the DuPont fleet of fuel test cars. 
He was transferred to the Division’s 
central region in 1951, where he 
served, successively, as regional auto- 
motive service representative, sales 
promotion coordinator, an account 
manager, and manager of the Chicago 
District. 

Prior to his present position, he was 
on special technical and planning as- 
signments in Wilmington. 

A graduate of Cornell University, 
Mr. Ferris has a Bachelor of Mechani- 





cal Engineering degree. During World 
War II, he served nearly three years 
in the U. S. Navy and held a commis- 
sion as Lieutenant, jg. He is a member 
of the Society of Automotive Engi- 
neers. 

His main interests outside the office 
are gardening and woodworking. Car] 
is married and the father of two young 
girls. 





—SALES OFFICES — 


Chicago 3—8 So. Michigan Ave. 
Cleveland 15—101 Prospect Ave. 
H 


RAndolph 6-8630 
MAin 1-3422 


jouston 2— 
705 Bank of Commerce Bidg. CApitol 5-1151 
Los Angeles 17—612 So. Fiower St. MAdison 4-1354 


New York 20— 
45 Rockefeller Plaza COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center... ATlantic 1-2933 
San Francisco 4—111 Sutter St. EXbrook 2-1934 
Seattle 3—4003 Aurora Ave. MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 


In Canada—DuPont of Canada Limited, Petroleum 
Chemicals, 85 Eglinton Ave. East, Toronto 12, 
Ontario ' HUdson 1-6461 


OTHER COUNTRIES: 
Petroleum Chemicals Division, Export Sales, 
Wilmington 98, Delaware PRospect 4-2962 





REG. y. 5. Pat OFF 


Better Things for Better Living 
.«. through Chemistry 


Du Pont Lead Antiknock Compounds and other Petroleum Additives 


OVER 
A-17478 
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THE HEART OF ANY BULK PLANT OPERATION... 
IS THE PUMP THAT SPEEDS DELIVERIES, DEPENDABLY! 
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KEYSTONE cuts delivery time 
over 60% with MARLO W! 


Keystone Oil Company operates six, 60,000-gallon-capacity 
bulk plants that serve the Philadelphia area with #2 fuel oil. 
At the firm’s Front & Berks Street Plant they recently replaced 
an old positive displacement pump with a Marlow, 32 HELP- 
13 to more than double loading rates. This makes it possible 
for them to keep pace with their home fuel oil delivery trucks 
which are Marlow equipped. Marlow 2C2G’s on the trucks more 
than doubled their delivery rates. The equipment was sold by 
E. % Habhegger he of Philadelphia. 
you are modernizing a present plant or planning a new 
MARLOW PUNMPS® one, look to Marlow for the solution to your petroleum pump- 
DIVISION OF BELL & GOSSETT COMPANY ing problems. Marlow builds a complete range of pumps for bulk 
MIDLAND PARK, NEW JERSEY plants, home delivery trucks, and transports. Write today for 
Morton Grove, Illinois * Longview, Texas Bulletin PM-06 and the name of your Marlow dealer. oars 
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These Macks go a long way toward 


quenching a city’s thirst for oil 


“Servicing 8,000 fuel oil customers brings 
you up against a variety of delivery prob- 
lems,” says M. F. Prior, superintendent of 
the F. C. Haab Company, Inc., one of 
Philadelphia’s up and coming distributors. 
“Our 35-truck fleet takes care of every- 
thing from bulk refinery loads to door-to- 
door home deliveries. In addition, 85% 
of our oil deliveries must be crowded into 
six months, which makes it even more im- 
portant that our trucks give outstanding 
performance with no unnecessary down- 
time or maintenance. We find Macks best 
meet this requirement.” 

Mack makes sure you get the efficient, 
economical truck performance you need 


through the exclusive practice of design- 
ing and manufacturing its own major 
components. This results in what is called 
Balanced Design and assures that engines, 
gears, transmissions and other vital units 
will work together in harmony for the 
greatest possible efficiency, performance 
and long life. Trucks that stand up under 
demanding conditions—not just when 
new, but after years of service—often 
mean the difference between a profitable 
operation and one drained by high costs 
per mile, unnecessary downtime and 
maintenance. 

On-schedule fuel oil deliveries may not 
be your problem, but the same Macks 
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that handle this work so well are the ones 
to remember for any job where profits 
depend on truck performance. Your local 
Mack branch or distributor will gladly 
give you full details on the trucks best 
suited to your operation. Mack Trucks, 
Inc., Plainfield, New Jersey. Mack Trucks 
of Canada, Ltd., Toronto, Ontario. 


7883 


MACK 


FIRST NAME FOR 


TRUCKS 


Older Mack models rub shoulders with new at this businesslike lineup of fuel tank- 
ers being dispatched from the Philadelphia depot of F. C. Haab Company, Inc. 











and now 
PATENT CHEMICALS 


the Pioneers in Petroleum Dyes 


OFFERS 
BS FORMS OF COLORANTS 


GRANULATED: 


free flowing, uniform, lump-free, dust-free, low- 
bulk; extraordinary tinctorial values. 


FLUID CONCENTRATES: 


liquid for cleaner, easier use; eliminates pre-dissolv- 
ing, dusting, operator exposure * less skill and equip- 
ment required + introduced directly into product it 
is the answer to bulk, tank-truck, tank-car, barge, 
terminal and pipeline coloring « involves no addi- 
tional cost compared to ordinary dry dyes and can 
be used with dye eductor equipment. 


POWDERED: 


free flowing, non-caking, excellent solubility, stable, 
long storage characteristics. 


FOR USE IN 


Gasolines — Jet Fuels — Diesel Fuels — Fuel Oils — Lu- 
bricating Oils—Automatic Transmission Fluids—Break-in 
Oils and Greases. 


: Patent Chemicals also Features Multi-Purpose ' 

Dyes can : Additives, Rust and Corrosion inhibitors, Anti- ' 

be = s Static Agents and Markers for Gasolines. and ' 

specifications. : Jet Fuels. 
Samples and 


description upon a 
PATENT CHEMICALS INC. 


request. ‘> > 
A 67m Z, 
z LA = 
Division 


Manufacturing 
the pioneer in 335 Mclean Bivd. Poterson 4, New Jersey 


petroleum PATENT FUELS & COLOR CORP. 


Marketing Division 


dyes 2410 Carew Tower Cincinnati 2, Ohio 
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Nationwide study 
uncovers new 
sales opportunities! 


Independent audit shows way to recap- 
ture missing filter sales — and proves 
Fram’s No. 1 position in distribution. 


Until now, precious little information on 
oil and air filter marketing has been gener- 
ally available to oil companies. 

Now the first national audit of service 
outlets conducted by Audits & Surveys, Inc. 
and sponsored by Fram Corporation, re- 
veals many interesting facts. For example... 


e Among the nation’s prime gasoline serv- 
ice outlets, one brand of oil filter outranks 
all others. What brand? Fram! 


Among practically all the well-known 
petroleum companies coast-to-coast, one 
brand of oil filter is either first or second 
in station distribution. What brand? 
Fram! 


Among outlets selling the fast-growing 
new dry type carburetor air filter, one 
brand leads all others. Fram! 


But, sad to say, 55% of the total outlets 
do not yet stock a single air filter replace- 
ment—in spite of the fact that this replace- 
able filter is now standard on all major 
makes of cars! 

Other facts from this survey could bear 
strongly on your current market planning. 
Let us show them to you. And Fram is pre- 
pared, too, to conduct other surveys and 
market checks on your behalf — to obtain 
filter data in your own specific sales areas. 

This activity is just a small part of 
FRAMARKETING*...a full sales devel- 
opment service now being used widely by 
oil companies. It includes field training by 
more than 100 Fram representatives... 
dealer and consumer promotions that are 
the talk of the industry...the strongest, most 
consistent of all filter advertising programs. 

For more information on FRAMAR- 
KETING*, write or phone National Ac- 
counts Division, FRAM CORPORATION, 
Providence 16, R. 1, GEneva 4-7000, 


FRAM IS FIRST.. 


FRAMARKETING. . . the automotive industry’s most complete service 
for development of volume filter business... through research, train- 
ing, advertising, promotion, sales aids and personal field assistance. 








|More cars than ever have to be 


A few months ago major car manufacturers began turning out 1961 
models lubricated with molybdenum disulfide greases . . . and, in 


some cases, advertising the point that these models will not have to 
be lubricated until 30,000 miles. 


The important fact is: FUTURE LUBE JOBS ON THESE 
CARS WILL HAVE TO BE DONE WITH A GREASE CON- 
TAINING MOLYSULFIDE.® 


5 Not only is Molysulfide being used in new cars designed for this 


semi-permanent lubrication, but it is also being used in some factory- 


filled cars with conventional lubrication systems. 


Experience in both controlled laboratory tests and in countless 
road tests—under the toughest driving conditions—has shown that 





peers alle Gone 


greased with “Moly” Grease 


cars greased with a 3% “Moly” Grease have definitely provided easier 
steering, more comfortable driving and quieter riding. Car owners 
who have had “Moly” Grease jobs have flatly stated they could feel 
the difference. This means the 61,500,000 cars on the road today 
can be better serviced with “Moly” Grease, too! 


For more information on how your dealer outlets can be ready for 
consumer demand that is being created for multi-purpose “Moly” 
Grease, write to 


—m”e CLIMAX MOLYBDENUM COMPANY 


a division of American Metal Climax, inc. 


1270 Avenue of the Americas, New York 20, N.Y. 




















They’re Clearing The Field 
For More Traffic For You! 


This red-hot Cities Service team carries the ball for you 
on billboards everywhere this winter. They're putting 
the exciting Cities Service theme, “THE WINNING 
COMBINATION ... LUXURY DRIVING PLUS 
TRUE ECONOMY’ over for more traffic at your station. 

It's been a real boom year for Cities Service jobbers 
and dealers. If you weren't on this winning Cities Service 
team this year, wouldn't this be a good time to join up? 


As a Cities Service dealer or jobber, you get complete 
cooperation and assistance in every phase of your opera- 
tions—from taxes to displays, from inventory control to 
advertising and promotions. You'll have everything you 
need to keep a steady flow of traffic in your station. 
For the full story of what Cities Service does for you 
as a Cities Service dealer or jobber, write: Cities Service 
Oil Company, Sixty Wall Tower, New York 5, N. Y. 
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New... 
cI Leola) 


... yet it costs you far less than expensive 
and bulky, single-purpose washing equipment! 


No longer do you need special training, special wiring or expensive equip- 


ment to get your share of high-profit car wash business! Amazing new 


POWER WASH 


Graco Hydra-Clean not only washes cars fast but does matiy other jobs as 
well. And.. 


. cost is so low that even if washing cars were all it could do, 


Hydra-Clean would still be your best car wash buy! 


Cleans motors in another quick 10 
minutes. Watch the extra dollars roll 
in once you offer combination car- 
and-motor washes! 


Washes cars really clean in 10 min- 
utes or less. Material cost is extremely 
low. Operator's work is far easier 
than with conventional methods. 


Spic-and-span drives and pumps 
help attract customers. Hydra-Clean 
loosens and flushes all unwanted 
materials away. 


Washes lifts, stalls and lube equip- 
ment. Makes tune-up and mainte- ° 
nance a faster, easier and a more 
profitable task. 


Check into this complete, low-cost Hydra-Clean package 
. . choose either standard-duty ‘*200”’ or heavy-duty 
**500°’. Both include a famous Graco non-corrosive 


SEE PHONE BOOK YELLOW PAGES “LUBRICATING EQUIPMENT” 


OR PHONE YOUR NEAREST FACTORY BRANCH 

@ DETROIT @ ATLANTA 
TRinity 3-6900 TRinity 6-6374 

® HOUSTON 
CApitol 7-1771 


@ NEW YORK 
RAvenwood 6-7620 
® PHILADELPHIA 


CEnter 6-2722 MArket 1-5941 
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® WASHINGTON, D. C. 
WOodley 6-7686 

® SAN FRANCISCO ® CHICAGO 

WaAbash 2-0290 


Caked wheel dirt disappears under 
high pressure Hydra-Clean spray. It’s 
fine, too, for fast and easy cleaning 
of truck interiors. 


Grit and grime literally float away 
from tractor bodies with Graco 
Hydra-Clean at work. Note the 
easy, one-man operation! 


Even keeps rest rooms oe and 
Hydra-Clean 
extra! Just try to do that with a high- 
cost, stationary car wash installation! 


Keeps station bright and clean, up- 
grades appearance. Cleans win- 
dows and woodwork, even smallest 
cracks and crevices. 





air-powered pump and a starter package of Graco 
“‘Dirt-Tergent” Cleaner. Write for free illustrated Hydra- 
Clean brochure or see your Automotive Wholesaler! 


Loujlmend ly 
Graco 


GRAY COMPANY, INC. 


1265 Graco Square 
Minneapolis 13, Minn/ Phone FEderal 6-9331 
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Largest manufacturer of antifreeze exclusively for private label marketers... 
Y Jor p 


JEFFERSON CHEMICAL OFFERS 








Momo, : 
... Conventional 


tthylene Glycol Antifreeze! 


To assure you of being competitive in any market- 
ing situation, Jefferson Chemical offers Private 
Label Marketers two excellent antifreezes. You 
can sell either or both with the utmost confidence. 


Formula JC-40 conventional ethylene glycol 
antifreeze is designed for one cold-weather-season 


usage. It offers excellent corrosion protection for 
all automotive cooling system metals. This is your 
bread-and-butter brand to recommend to those 
customers who drain their antifreeze in the 
Spring. Actually this conventional antifreeze is of 
a higher quality and out-performs many of the 
antifreezes now being offered as premium brands. 


_ Dependable Supply . . . Jefferson is one of the world’s three largest pro- 


What Do You 
Want Most From 
) deli i ae Vil ihigai-y 4 

Manufacturer? 


ducers of ethylene glycol. Assured Quality .. . Jefferson has an extensive 
and continuing research project in the Austin Research and Development 
_ Laboratories devoted exclusively to creating better antifreeze products. 
Prompt Distribution . . . Jefferson maintains canning and distribution centers 
in convenient locations coast to coast. Noncompetitive Supplier . . . Jefferson 
is a manufacturer of antifreeze, not a public marketer. We do not have our 
' own label and do not compete with you for the consumer's antifreeze dollar. 
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TWO QUALITY ANTIFREEZES 
to wear YOUR PRIVATE LABEL! 


JC-6O 


... Extended-Life 
Ethylene Glycol Antifreeze! 


JC-60 extended-life ethylene glycol antifreeze is a spe- 

cial product containing greater corrosion-inhibiting CORROSION DATA 
qualities. Its performance is comparable to any of Weight loss, mg./sq. in. 

the so-called super-life or year-around antifreezes. *Suggested  JC-60 
JC-60 is your profitable marketing “step-up” for the Maximums _ Results 
customer who wants true premium quality . . . who 

wants to leave antifreeze in the cooling system for an 

extended period. JC-60 comfortably meets the extreme- 

ly exacting requirements of the currently accepted 

glassware test* using chloride and sulfate ions —» 


for complete information and samples of JC-40 and JC-60 


- for testing . . . Jefferson Chemical Company, Inc., J | at oe —S oe 2 OF, 
é 1121 Welker Avenve, P. ©. Box 303, Houston 1, Texas. CHEMICAL S&S 


we 
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WARNER 
Lewis 
Company 


BOX 3096 © TULSA. OKLAHOMA 


| 
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UNIFORM SHOWN: 65% “ACRON” POLYESTER FIBER, 35% RAYON .. . JACKET SHOWN: SHELL, 65% “DACRON” POLYESTER FIBER, 35% RAYON .. . INSULATED 100% WITH “DACRON” POLYESTER FIBERFILE’ 
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“DAGRON’...FOR UNIFORMS THAT BUILD SALES! 


Handsome, durable, stay-neat uniforms containing “Dacron” 
build prestige for your station, save you money, too! 


Mobil Oil Company puts its best “‘look’’ forward—with 
neat, smartly dressed salesmen wearing light, comfortable 
uniforms of ‘‘Dacron’’* polyester fiber and rayon. Wrin- 
kle-resistant, these uniforms really keep a press, look good 
all the time (even in the rain)! And in bad weather sales- 
men like the warm protection they get with uniform 


jackets of 16-ounce ‘“‘Dacron” and rayon, insulated with 
100% “‘Dacron’’ polyester fiberfill. “Dacron” is so dura- 
ble, resists acid and abrasion so well, stays fresh so long, 
you. can cut cleaning, pressing and replacement! Do as 


Mobil does—adopt the uniforms that 
build sales! See your supplier soon. 
*Du Pont’s registered trademark. Du Pont makes fibers, not fabrics or clothes. BETTER THINGS FOR BETTER LIVING 


UNITOG 
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and smart good looks. 


tailors uniform shown for long life 


. THROUGH CHEMISTRY 
°€6. ys. pat OFF 


DACRON' 


POLYESTER FIBER 
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New! <Waynie) ECONOMY AIR COMPRESSORS 


J 
aw 
4 


5 nee 


Versatile ! Per: * Mobile Road Service « Service Station Stand-by 
“| e Home Hobby Shops « Farms « Small Service Stations 


@eeeeeceeeeoeeeeeenoeeeeeeeeeeeeeeeaeeceeeeeeeeeeeeeeeseeeeeeeeseeeeeeeee 


On wheels, with 20-gal. air receiver. Base mounted with pulsation chamber. 


Portable or stationary... Wayne Economy Compressors are available with a choice 

of engines, mountings, and operation to cover a wide 
convertible at any time variety of “‘little air’ uses. With gasoline engine, they are 
excellent for service station stand-by in case of power 
failure. On the back of your service truck, they can make 
extra dollars for you on road service calls. For portability 
on farms and in paint shops, they can’t be matched— 
just put the wheels on them and roll them anywhere. 


These are low rpm, true reciprocating piston air com- 
pressors, conservatively designed to eliminate the repair 
headaches usually associated with utility machines. With 
them, you get such important features as low operating 
speeds, deep heat-radiating fins, easily removed head Get a Wayne utility unit with big compressor quality at 
valves, and large-bore, long-stroke compressor blocks— small compressor prices. See your Wayne distributor 
all contributing to long service life at a low cost. today ... or write for descriptive literature. 


vith 4%, % or % hp electric motor or % or 14% hp gas engine. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation « Salisbury, Md. 
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NEW PROFITABLE PROMOTION FOR TEXACO DEALERS! 


Remember Texaco’s toy tank truck offer last year? It was the most 
successful promotion of its kind ever conducted! Now Texaco 
Dealers have another giant promotion . . . a large, scale-model 
Toy Texaco Service Station. It’s a big-value traffic builder... 
advertised in national magazines such as LOOK, LIFE, SATUR- 
DAY EVENING POST, READER’S DIGEST, AMERICAN 
LEGION, SUNSET. Also on the Texaco Huntley-Brinkley 
Report, TV’s most popular news program .. . and on children’s 
TV shows, plus compelling station-display material. All this 
means more customers, more profits for Texaco Dealers this Fall! 


Just one more reason why it pays to sell the best... TEX ACO 
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NPN 12 
A modest investment may provide you with a 


promising future as a Texaco Dealer, Consignee 
or Distributor. Investigate — send this coupon to 
Sales Manager, Texaco Inc., 135 E. 42nd Street, 
New York 17, N. Y. 


| would like to get complete information about 
the possibility of teaming up with Texaco as a 
(J Dealer (} Consignee (J Distributor 
NAME 

STREET 

CITY. 


STATE 
Se GN GE AER nee: RS ORR Mem Ame me oe Re oi 
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Keonomy never came 
in such a choice! 


NEW FORD 
~ TRUCKS 


FOR I96I 


619 NEW MODELS! All engineered with one 
idea in mind .. . economy! New ‘‘Big Six’’ engine 
for 2-tonners plus five Cummins diesels for the new 
H-Series tractors expand the proven line of Ford 
engines to 18—with one just right for your job. 
Awider-than-ever choice of transmissions and axles. 
And... on all 1961 Ford Trucks, each part, except 
tires and tubes, is now warranted by your dealer 
against defects in material and workmanship for 12 
months or 12,000 miles, whichever occurs first. 
The warranty does not apply, of course, to normal 
maintenance service or to the replacement in nor- 
mal maintenance of parts such as filters, spark 
plugs and ignition points. 


YOUR FORD DEALER'S “CERTIFIED 
ECONOMY BOOK" PROVES IT FOR SURE! 


New! Durable Tandems 


Ford's Tandem Axle trucks for '61 are engineered 
to give you greater flexibility and significant pay- 
load advancements. Your choice of 22,000-Ib., 
28,000-Ib., 30,000-Ib., 34,000-Ib., or 38,000-Ib. 
axle capacity. New, longer wheelbases are avail- 
able to permit installation of special bodies up to 
21 feet long. Aluminum walking beams as well as 
aluminum wheels and gas tanks are optional for 
reduced chassis weights. 





FORD DIVISION, Sond Molor'Gompany, 
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New! 
Space-Saving Tilts 


Ford’s popular Tilt Cab Series outsells all the other 
makes and for good reason! Compact 82-inch BBC 
permits longer bodies for a given over-all length, 
and wide-track front axle makes it more maneuver- 
able for congested area work. Ford offers the lowest- 
priced* tilt-cab model in the industry! And for '61, 
the bigger Ford Tilts are available with a lightweight, 
fiberglass sleeper cab compartment that adds 
only 2% inches to the standard BBC dimension. 

*Based on a comparison of latest 


available manufacturers’ suggested 
retail delivered prices 








New! H-Series Diesel- 
or Gas-Powered Tractors 


Ford’s new H-Series tractors with 28-inch front axle 
setting and 82-inch BBC are offered in four single-axle 
and four tandem-axle models with over 500 engine-axle- 
transmission combinations. Choose from ten industry- 
accepted engines—five Cummins diesels and five Ford 
Super Duty V-8’s! 

New 100,000-mile warranty on Super Duty V-8 gas 
engines is most liberal in the industry. On 401-, 477- 
and 534-cu. in. V-8’s, Ford Dealers will replace any 
major engine part (including block, heads, crankshaft, 
bearings, valves, pistons, rings) found to be defective 
in materials and workmanship in normal on-highway 
use. Warranty covers full cost of replacement parts 
for 100,000 miles or 24 months, whichever occurs first 
.. . full labor costs for first year or 50,000 miles, sliding 
percentage scale thereafter. 











NATIONWIDE SERVICE .. . /ook for this sign 
oo <2 


° at Ford Dealers’ across the country, for 
\ service on all Ford gas and diese/ trucks! 
SERVI a oe 


P DIESEL wssens 








New! “Big Six” Engine 


More power for America’s savingest 2-tonners ... a big 262-cu. 
in. Six with the performance of big displacement, the durability of 
heavy-duty construction, plus the gas economy of 6-cylinder de- 
sign! Available early 1961. You also get improved riding comfort 
with new smoother-acting springs and a sturdy truck suspension 

system that can give up to twice the 

front tire life of some other makes. 





New! 4-Wheel Drive Pickups 


Ford offers the lowest-priced* 4 x 4 with big 8-ft. box. And these 
models have the getup and traction to go most anywhere. . 
road or no road! You can choose from two modern engines—the 
gas-saving 135-hp Six or the 160-hp V-8 that gives extra power 
and smoothness with ‘‘six-like’’ economy. 
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This is one of a series of ads which Gulf has addressed to those who 
write and edit the news. It is reprinted here as a service of information. 








GULF PRESS CONFERENCE 


A service of Gulf Oil Corporation in the cause 


of creating—through the facts as we see them 





—a fuller understanding of the oil industry. 


Is *1 million a mile a fair price? 


That’s what you'll be paying, through your government, to build the new 
interstate highway system by 1976. Some $40 billion for 41,000 miles. It 
is probably history’s greatest public works project. It will benefit the 
economy and promote national defense. But $40 billion is a lot of money. 
If the costs are not being fairly shared—and if your dollars’ value is not 
being fully realized—you should know about it. 


Q. Wasn't that $40 billion figure some- 
what lower at the start? 


A. Some $12.4 billion lower. The Feder- 
al-Aid Highway Act of 1956 asked $27.6 
billion for 40,000 miles. Of this, 90% 
was to come from a Federal Highway 
Trust Fund, 10% from the States. But 
two years later the cost was $40 billion. 


Q. That’s a mighty big boost. What was 
the reason for it? 


A. In some part, it was the addition of 
1,000 miles of roadway. For the most 
part, however, it was the sharply raised 
cost estimates of the states through which 
the system passes, The states, you see, 
pay all costs, then seek a 90% repayment 
from the Trust Fund, 


Q. Where, specifically, are all the dollars 
coming from? 


A. Under the 1956 law, the federal gaso- 
line tax covered 80% of the costs. Other 
road-user levies would make up the rest. 
But when Washington raised the gas tax 
from 3¢ to 4¢ a gallon last October, it 
also raised gasoline’s share of the cost to 
about 85%. This percentage is to hold 
until the 1¢ boost ends June 30, 1961. 
Then, other vehicle levies will fill the gap. 
In short, the road user is footing the 


whole bill. 


Q. Isn’t that as it should be? 


A. If the new system were meant simply 
as a motoring convenience, yes. But the 
highway bill was passed principally for 
its national defense and overall economic 
values, It will help the military move 
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men and materials quickly. It will stimu- 
late industrial complexes, lift land values, 
open up new tax sources. So it would 
seem defense and general funds should 
also help finance the highway project. 


Q. Will the road-user taxes you mentioned 
cover the cost? 


A. They could—with two big “ifs”: first, 
if costs don’t rise any more and second, 
if the road-user revenues are earmarked 
for the program. 


Q. Let’s look at the first ‘‘if.”’ Is an- 
other cost rise likely? 


A. The facts certainly suggest so. Re- 
member that, only two years after the 
original estimates were computed, the 
costs had already risen by 45%. 


Q. You suggest, then, that we’re not get- 
ting good dollar value? 


A. Some of us think not. Bureau of Pub- 
lic Roads officials have said that mini- 
mum BPR standards were being exceeded 
and that plush design may be adding to 
cost. And Virginia’s Senator Harry F. 
Byrd wrote these words to the Secretary 
of Commerce, “On the basis of the kind 
of experience we have had with the inter- 
state system to date, it is not difficult for 
me to foresee costs rising to a point in 
excess of $50 billion by 1975.” 


Q. You also suggested that all road-user 
revenues are not going to the highway 
fund. Isn’t that true? 


A. Unfortunately. In 1959, the federal 
governmentcollected $3.6 billion in road- 
user taxes—mainly on gasoline. Of this, 


39% —$1.4 billion—was turned over to 
Treasury’s general fund. Some states also 
divert road tax revenues. In 27, constitu- 
tions forbid this. But in 1958, $303,326,- 
000 was diverted. That’s 6.5% of $4.7 
billion taken in, 


Q. If the taxpayer pays anyway, what’s 
wrong with present financing? 


A. It’s unfair two ways. First, the road 
user—mainly the motorist—is paying for 
more than the roads. He’s footing a huge 
bill for national defense and economic 
development which should be paid from 
other funds, Consider this: at the De- 
fense Department’s suggestion, bridges 
over the system are to be raised from 14 
to 16 feet so that missile-carrying trucks 
can pass. This will add roughly $1 billion 
to the highway bill—but nothing to mo- 
toring convenience, 


Q. And what do you see as the second 
wrong we face? 


A. Present practices are pushing gaso- 
line taxes—and thus, gas prices—unnec- 
essarily high. They’ve caused two tax 
hikes already, 1¢ in 1956 and I¢ in 1959, 
(Taxes now take nearly 50% of the pump 
price.) And Washington is now asking 
another 4¢. If all the road-user revenues 
had gone into the highway fund, last 
year’s 1¢ rise in gasoline taxes wouldn’t 
have been necessary. 


Q. What do you think we should do to 
right these wrongs? 


A. Simply beconsistent. The government 
shouldn’t have it both ways. If it’s wrong 
to divert general funds to highways, it’s 
also wrong to divert highway revenues to 
the general fund. We should bring de- 
fense and general funds into the program 
and earmark all road-user revenues for 
it. We must naturally see to it that no 
waste creeps in, 


We welcome further questions and comment, 
Please address them to Gulf Oil Corp., 
Room 1300, Gulf Bidg., Pittsburgh 30, Pa. 
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LOOK 
INSIDE 


See how maximum light power is developed 
— how shadow-free engineering is perfected 
— how easy, low cost maintenance is assured. 


NEON FHROYDPDUCTsS 
xrNwWCORPORATED 
® X.isma 4, Ohio U.S.A. 
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of DISTINCTION 


PLASTILUX ® 1 «cr of 01511 


4 


SIGNS OF 
> INCREASED 
| GALLONAGE 


MODERN STATIONS 
NEED THIS EXTRA 


Dress up new and old stations with brighter 
Plastilux® signs. This sales power is available to 
every petroleum products marketer. The trouble- 
free service, long life, low maintenance have been 
proved by years of use. 


The services of a Signvertising® Engineer to help 
modernize your entire sign program are available 
without obligation. Use the coupon below. 


WO ORCTING .nossccincccicr service stations. 
Please have a Signvertising Engineer call. 


Company 


Address 





METER IT IN...METER IT OUT... 
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and SAVE with 





ROCKWELL 


ROTOCYCLE 


A complete Rockwell Rotocycle meter pro- 
gram will protect and police every movement 
of your gallonage from the time it enters 
your plant until it reaches your customers. 

When you fill your storage tanks, Rock- 
well “‘S’’ series meters provide you with an 
accurate accounting of the quantities you 
buy. When you load trucks at your bulk 
plant, there’s no guesswork—Rockwell ““B” 
series meters account for every gallon dis- 
pensed. They’Il do it quickly and if you want, 
almost automatically with the protection of 
a centrally controlled Remote Registration 
System. On truck routes, Rockwell ‘“T”’’ 
series meters give you and your customers 
an exact accounting of each delivery. Pre- 
set automatic shut-off valves are a conven- 


METERS 


ience for your drivers. Ticket printing 
registers verify quantities—provide delivery 
slips and furnish a simple means for stream- 
lined billing and accounting. 

Rockwell Rotocycle meters are available 
in sizes and types for controlling every 
movement of product. Their accuracy and 
dependability have been proved through 
many years of use. They are easy to install 
and calibrate. Rockwell service procedures 
simplify periodic cleaning and maintenance. 
For metering at its finest go Rockwell all 
the way. Write for bulletins: Rockwell 
Manufacturing Company, Dept. 121M, Pitts- 
burgh 8, Pa. In Canada: Rockwell Manufac- 
turing Company of Canada, Ltd., Box 420, 
Guelph, Ontario. 


RGltGocyYCELE Me reERS 


another fine product by 


© 


ROCKWELL 
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NOW he gets 308 EXTRA 
deliveries per year 


Since this dealer has switched t A. COVER: The neoprene all-weather 
Welpatchan (olaatitvelaMm Kola) aml Galle am alelt- maar cover resists abrasion, oil; gas; sun 


saves an average of 13 minutes per light; remains flexible when cold. 
delivery or time en ugh i Te) satel 42) one x z 
"bonus delivery per day—308 work- B. CARCASS: Strong reinforcing: ¢ord 


| | | m 

. rol daWelale Me MalcJib aloha t(-1-1 Manali -Fartiehile 

ng days every year. Super flexibil- dey f ‘eal 
re to dis » electricity Yoletet, 

ity, even in sub-freezing tempera- ge Gissipare e1ecinichy, MaNnars 


tures, pliability for rounding: sharp braided. 

bends, smboth, easy-flo tube, and the C. TUBE: Smooth oil resistant syn- 
strength to handle peak pumping thetic tube speeds flow, minimizes 
elect t1Ua-t Wmela-Mial-m cole] maalel lal ol-1acel dear torbulencée: 
folate cM cele folg Meh Malt Mel aclol Melita alo] del 


hose Write Dept. P3 for merc information 


Hamilton 


MANUFACTURING CORPORATION, TRENTON 3, N. J 








ATLANTA CHICAGO * DETROIT «< HOUSTON = IN GemnarOLtis - LOS ANGELES * 
MILWAUKEE NEW YORK PAT IS BURGH Att LAne tee SAM JFRANCISCO * SEATELE 
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How fuel oil distributors build year-round 
profits with Shell “Certified Comfort” 


Here are eight important benefits that 
help fuel oil distributors build year-round 
profits with “Certified Comfort’: 


Advertising —A full-scale cooperative ad- 
vertising program makes use of television, 
radio, outdoor, newspapers and direct 
mail. Available to all Distributors of Shell 
Heating Oils upon request. 

Distributor Marketing —Today, over 90% 
of Shell’s domestic heating oils are sold 
through distributor organizations. 


IT PAYS TO BE A SHELL FUEL OIL DISTRIBUTOR 


Training —Shell conducts local Workshop 
Conferences in distributor marketing areas. 


Permanency—Shell offers various types of 
long-term distributor contracts which also 
provide renewal options. 


Product Acceptance — Shell has top con- 
sumer-brand acceptance and is one of the 
country’s largest national advertisers. 


Competition — Shell’s pricing policy to dis- 
tributors is fair and competitive. 


—and the nearest Shell office will be glad to 
show you why. Ask for the District Manager. 
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Research —Seven Shell research labora- 
tories employ over 2000 technical experts 
who constantly work to improve and ex- 
pand the Shell Product line. 


Insurance —Shell offers its distributors the 
many benefits of a low-cost group life 
insurance program . . . up to $10,000. 










A-C-H opens 
more hoods 
0 

— tune-up 
work! 














And opens the way for new and additional services for your customers. Here, for the first time 
is a Tune-up Program designed with you in mind. And offers & “ORIGINAL EQUIPMENT 
QUALITY” PARTS from three of the most outstanding manufacturers of ignition and fuel 


system parts. [J TRAINING ... to make your labor more profitable. No lost time on come- 
backs. J SINGLE SOURCE OF SUPPLY for most popular American-made cars and light 
trucks. One attractive cabinet (free with the program) stocks your Autolite-Carter-Holley Parts 


and a single, simplified catalog gives quick reference and ordering. 


Investigate this new service program for yourself. Call your nearest Autolite-Carter-Holley 


Supplier today! At no obligation to you a Representative will call at your convenience. 








autolite- carter: holley 


autolite 
“carter 
holley: 


















| 
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This hose is flexible, easy to handle 
even in cold weather 


SPECIAL KIND of rubber used in 
A this B.F.Goodrich fuel oil hose 
makes it flexible and easy to handle 
even in sub-zero temperatures. The hose 
speeds deliveries by keeping a full, 
unobstructed flow of oil moving from 
truck to tank. It handles easily, reels 
readily, saves many minutes each day. 

Because of its strong braided con- 
struction, B.F.Goodrich hose always 
keeps its full round shape. It can’t 
flatten or collapse on the reel to choke 
off the flow or slow it down. There’s 
no reinforcing wire to take a perma- 
nent kink. 
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The tube of this hose is completely 
oilproof. It won't swell to reduce the 
inner diameter of hose, or flake off 
into the stream of oil. The cover is 
built for rough use—thick and tough 
so the hose can be dragged across 
rough curbs, sidewalks and driveways 
without harm. It can lay in gasoline, 
oil or grease without damage. And 
there’s no danger of sunlight causing 
it to crack or check. Either one-time 
Permalock or reattachable Type 66 
couplings can be used. 

Ask your B.F.Goodrich distributor 
to show you a sample and tell you 


more about Type 83 fuel oil hose—an 
improved hose that’s easier to handle, 
can make faster deliveries, and reduce 
operating costs. B.F.Goodrich Industrial 
Products Company, Department M -900, 
Akron 18, Ohio. 


B.EGoodrich 
FUEL OIL HOSE 
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For Extra Headlamp Profits: 








Sell Lamps with Other Services 


Tie in headlamp sales with your regular service work. 
Check headlamps before you start that lube job. Replace 
broken headlamps and burnouts when the car’s on the 
rack. It takes only a few minutes to install a pair of 
Vision-Aid Headlamps . . . a few minutes to rack up 
extra profits! 

Vision-Aid Headlamps — initial equipment choice of 
leading car manufacturers — insure these extra profits. 
Vision-Aid Headlamps provide the kind of illumination 





your customers should have: sharper, more accurate low 
beams directed down the right side of the road, away 
from oncoming traffic . . . distance-devouring high beams 
that provide greater visibility on the open highway... 
and long, reliable service. 

Insure your service work and your profits. Tell your 
supplier to make ’em Vision-Aid Headlamps. Automotive 
Products Division, Tung-Sol Electric Inc., Newark 4, 
New Jersey. 








s) TUNG-SOL 


The only complete automotive lighting line 








HEADLAMPS - 


December, 1960 * NATIONAL PETROLEUM NEWS 


MINIATURE LAMPS 


FLASHERS 
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Oil Marketers Are In 
The Trucking Business 


Oil marketing is basically “moving oil to market.” And that takes trucks 
. . . thousands and thousands of them, fifty million dollars worth of new 
ones every year ... just to deliver America’s minimum daily diet of four 
hundred million gallons of gasoline and fuel oil to service stations and other 
bulk delivery stops. 


Except for the size of his widespread truck fleet, Fred Hague, Sun Oil 
Company’s manager of motor transportation, for example, could be considered 
typical of all truck-buying, truck-operating oil-marketing management men. 
He is pictured here in two somewhat symbolic situations. One typifies his 
(and their) interest in the design and construction of new oil hauling equip- 
ment, including the components and materials used. The other emphasizes his 
(and their) unending effort to get the maximum safe and economical service 
out of every truck. Both these interests, and they overlap because construc- 
tion and materials affect maintenance just as maintenance needs affect design, 
make Fred Hague and all the other truck-buying, truck-operating readers 
of NATIONAL PETROLEUM News who spend that fifty million dollars a year for 
trucks prime targets for advertising of trucks and all the components, mate- 
rials and equipment used in and on them. 


But oil marketers are not only in the oil trucking business. They are also 
big buyers of stake, panel and specially-equipped trucks. The transportation 
of oil marketing equipment, lubricants, anti-freeze, LPG cylinders, heating 
equipment, tires, batteries, and a multitude of other products is a basic part 
of oil marketing operations. Besides that they buy the trucks used in the 
maintenance and service of oil marketing and heating equipment. 


In short, it is not just oil trucks, or even trucks in general that oil market- 
ing management men buy and are vitally interested in, it is every single 
product and service used in marketing oil. Storage tanks, valves and fittings, 
warehouse equipment, accounting machines, service station construction ma- 
terials, lifts, compressors, lighting equipment, tools, tires, anything and every- 
thing used in the storage, transportation and merchandising of petroleum 
products is bought first, most and primarily by oil marketing management 
men. And, as no one of any objectivity can dispute, the best single way to 
reach them is through the advertising pages of NATIONAL PeTroLeuM News. 





A Fred Hague, National Petroleum News 
reader and Sun Oil’s Manager of Motor 
Transportation at one of his truck main- 
tenance and repair centers, 


A Fred: Hague (left), on inspection trip to 
plant manufacturing trucks for Sun. 





FOR 

EVERY 
OILHANDLING 
NEED... 


REG. y. 5, pat. OFF 


Neoprene keeps hose on the job. Tough, versatile 
neoprene—Du Pont’s synthetic rubber—has a wide range of use in petro- 
leum hoses of every description. The reason is simple: no other material 
has such a unique combination of properties. Neoprene stands up to 
weather. exposure, temperature extremes, abrasion and ravaging effects 
of oils and chemicals. 


Performance like this—now so commonplace it’s seldom given a 
second thought—actually affords dramatic evidence of neoprene’s ability 
to keep hose on the job far longer, at far greater long-term savings. What- 
ever your oil-handling problem, there’s a hose of tough, long-lasting neo- 
prene to fit your needs. Why not ask your local distributor for the facts 
right now? E. |. du Pont de Nemours and Co. (Inc.), Elastomer Chemicals 
Department NPN-12, Wilmington 98 Delaware. 


, For instance: eleven years ago, an Eastern fuel 
oil distributor installed a 150 ft. length of 
neoprene jacketed oil delivery hose on one 
of their trucks. Last year this truck chassis 
was replaced but the neoprene jacketed hose 
continues to be used. Previous service life 

© for delivery hose —3 to 4 years. 


For instance: a gasoline pump hose with neo- 
prene cover lasted so long, was still so flexible 
and resilient, the station owner could hardly 
believe his eyes when records showed he 
ordered the hose installed eleven years ago. 


For instance: neoprene dock loading hose set 
a new record for continuous service — 11,000 
pumping hours in 7 years—for a leading 
refining company. 


SYNTHETIC RUBBER 


NEOPRENE HYPALON® VITON® ADIPRENE® 


Better Things for Better Living . . . through Chemistry 
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Report No. 6 on trends in 


47 footcandles on service area 
from all-mercury installation 


This new service station had a real problem— it had to have a 
lighting installation that could “live up” to its location. It is 
located on a triangle formed by a busy city street and a main 
feeder highway. Speed limits are 40 mph or better—high-speed 
traffic had to be pulled in to make the station’s night-time 
business profitable. 


Lighting engineers met the problem head-on by putting in an 
outstanding all-mercury lighting installation to make the station 
immediately noticeable from a distance — and considerably 
brighter than the busy intersection. They did the job with two 
1000-watt mercury luminaires mounted on each of the three 
pump islands, and four 1000-watt mercury floodlights around 
the perimeter. 


The all-mercury installation puts an average of 47.5 foot- 
candles illumination on pump islands and surrounding service 
areas. Drives and approaches are lighted by 1000-watt mercury 
floodlights, providing fast-moving traffic with plenty of time to 
slow down and pull in for service. 


service station 


1. Pump island lighting consists of two Revere No. 7420 
enclosed Alzak aluminum luminaires using 1000-watt C-H15 
color-improved mercury lamps. 


2. Mercury luminaires are mounted at 15 feet on a Revere 
No. 585-12 square tapered pole with Revere No. 821-24 
double-upsweep brackets having a 4-foot offset. 


3. Approach and driveway lighting consists of Revere 
No. 7403-H enclosed Alzak aluminum floodlights mounted at 
24-foot heights on Revere No. 199-G-24 hinged poles. These 
floodlights are directed along the station perimeter with sub- 
stantial amounts of spill light falling on the adjacent street. 


4, Auxiliary lighting to highlight the station building is 
provided by five Revere No. 3281 cluster lights, mounted on 
No. 3246 splice box and No. 3247 2-in. slip-fitter. 


5, Power for the mercury lamps is provided by ten Revere 
No. 1382-KIR constant wattage transformers mounted inside 
the station. 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. « 


7420 Lehigh Avenue e 


Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 e Chicago Phone: SPring 4-1200 ¢ Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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Now! Play it wé and cozy with... 


| "sD 
©) 2 a 


THIS BIG 
ELECTRIC BLANKET DEAL! 


It’s from Delco Battery and Packard Cable, and it’s a beauty ...a CASCO Electric Blanket, the perfect gift 
for the lady of the house! This wonderful blanket, available in twin or double bed size, features contour design 
with thermostat control, and arrives just in time for cool weather comfort... and the upswing in replace- 
ment battery and cable sales. 


All your retailers do is order six Delco batteries, three of which are DC-12’s (or batteries of higher capacity), 
or a $20.00 selection of any Packard Cable products, and they get this lightweight, high quality electric blanket 
for only $11.95! With each order they receive colorful Delco or Packard display material, too! 


So whether you handle batteries, cables, or both, here’s a fine opportunity for you to increase sales and help 
your retailers blanket their families with warmth and comfort. Available through your regular source of supply. 


DELCO BATTERIES and PACKARD CABLE ... reliable products of GENERAL MOTORS... 
distributed nationally through 
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Forged quality 
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Extra reinforcing 


Large cam ears 
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Forged 
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Uniform wall thickness 


Gasket recess assures 
proper placement 


Superior quality forged body 
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and Coupler 
Ever-Tite Couplings give you connections that are 
tight and leak-proof—and so quick that you save 
time and money. Built-in quality reduces wear and 
maintenance costs, too. saci 
Available in Brass, Malleable, Stainless, Aluminum, 
Monel or other materials on request. 
Ask your distributor now 3 
ia iaaeer EVER-TITE COUPLING CO. INC. anivie 
Female Coupler 254 West 54th Street, New York 19, N.Y. Dust Protectors 


NATIONAL PETROLEUM NEWS * December, 1960 





Ahead of the News 





Marketing Spending Plans—Oil companies plan to 
spend $567-million next year for marketing facilities, 
6% more than they will spend in 1960, says McGraw- 
Hill’s economics department in its fall survey of 
capital-spending plans. This runs counter to the plans 
of business generally, which indicate a 3% reduction 
in outlays for new plant and equipment. Most market- 
ing expenditures will be for modernization, but there 
will be some increase in retail outlets, primarily in the 
Midwest the survey shows. (For a special NPN survey 
on oil’s outlook in 1961, see page 78.) 

Indicated outlays by other oil segments are: drilling 
and production, $4.12-billion (up 3%); processing, 
$803-million (up 12.9%, mostly in petrochemicals); 
transportation, $1,108-million (up 12.3%). 


Humble on the Move—Forty down, 10 to go. That’s 
how the scorecard reads in Humble’s campaign to 
market in all 50 states. The latest addition is Okla- 
homa. Humble has one station there now (in Lawton), 
will have three more by the end of next month. A 
former Standard (Indiana) jobber, L. H. Whitten, is 
leading Humble’s Oklahoma drive. The 10 states 
Humble has left to go: Alabama, Alaska, Florida, 
Georgia, Hawaii, Kansas, Michigan, Minnesota, Missis- 
sippi, and Missouri. 

In Ohio, Humble is building 13 stations due to open 
in a month or so: six in Youngstown, two in Alliance, 
three in Columbus, two in Zanesville. Humble is already 
operating one station (Youngstown) it purchased. 


Socal in the South—It should come as no surprise 
if Standard of California breaks into the inner United 
States by merging with Standard of Kentucky. Like 
Humble and Indiana Standard, which are strengthen- 
ing their national marketing identity, Standard of Cali- 
fornia is eager to spread. Merger with Kentucky Stand- 
ard would give Socal representation at 9,500 outlets 
in Alabama, Georgia, Kentucky, Mississippi, and 
Florida. 
* 


Golden Eagle in Canada—Golden Eagle is beginning 
an extensive marketing expansion program that will 
spread it out of Eastern Canada. 


Far-East Split—Socony Mobil and Jersey Standard 
have agreed to divide up the assets of Standard 
Vacuum Oil Co. and go their separate ways. The split 
is an outgrowth of a consent decree (to which Jersey 
is a party) in the Justice Dept.’s “International Oil 
Cartel Case.” Two new companies, Mobil Petroleum 
and Esso Standard Eastern, are all set to take over the 


specific properties alloted to each and begin marketing 
under their own brand names. 
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1961 Demand Outlook: Up 2.3% 


U. S. DEMAND for all oil products will rise 
about 2.3% in 1961. Jersey Standard’s M. J. 
Rathbone predicts 2%-2.5% growth. The supply- 
demand committee. of the Independent Petroleum 
Assn. foresees a 2.3% rise (see details on page 
123). 











‘One-Roof’ Prospects Brighten — There’s a good 
chance a single, unified heating-oil trade association 
may be formed early next year. The proposal, which 
came out of the API fuel-oil committee a year ago, 
has been stalled, but now it’s reached the attention of 
top management. During the API meeting, Jersey 
Standard president M. J. Rathbone said he favors the 
consolidation, will use his good offices to hurry it 
along, and thinks it can be accomplished in two or 
three months. The organization would be formed by 
merging the National Fuel Oil Council, the Oil Heat 
Institute, the API heating-oil program, and related 
activities. (For more on one-roof developments, see 
page 77.) 
e 


Shorter-Term Officers—Next year the National Oil 
Jobbers Council will go back to its old system of 
electing officers for one year. For three terms now, 
officers have served two years, each allowing more time 
to carry out individual projects. However, this is a 
strain in time and money for most working jobbers, 
say the one-year proponents; and besides, it’s not tak- 
ing advantage of all the NOJC talent. 


New Merchandising Concept—aA _ hard-driving re- 
gional major promises a “brand-new concept” in mer- 
chandising, starting with a different design for a service 
station and new techniques in service. This project 
is experimental, set up in three phases. The second 
phase will be a new dealer policy, the third phase is 
called “top secret,” known to only a handful in the 
company. Details of the first phase are due to be an- 
nounced this month. (For more on the what marketers 
are doing, see page 78.) 


Signal Coast-to-Coast—Filorida is the next state where 
the Hancock brand of Signal Oil and Gas will be dis- 
played. The California company, aggressively expand- 
ing its marketing activities, is pushing into Miami. This 
technically gives it coast-to-coast representation, 
though it’s not solid across the nation. Earlier this year 
“Starfire” in the Southwest was converted to “Hancock”. 


More Ahead of the News > 
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Ahead of the News 





Private-Brand Statesmanship—Private-brand leaders 
are talking more about responsible pricing now. At 
the annual meeting of the Society of Independent 
Gasoline Marketers of America in Chicago last month, 
all major speeches stressed this objective. President 
Phil L. Siteman, Site Oil Co., St. Louis, called on 
independents to try to curb price-cutting, meaning 
selling 3¢ gal. or more below the majors. George H. 
Panuska, Sigma director and president of Tresler Oil 
Co., Cincinnati, called on independents to market with 
due regard to all competitors. Harry S. Read, Sigma 
executive director, urged members to be mindful, while 
asserting their independence, of their dependence on 
each other and on the industry for continued success. 
Elected president to succeed Siteman was A. M. 
Blakely, Blakely Oil Co. Inc., Phoenix, Ariz. 


New Consignee Pay Plan—Continental Oil is test- 
ing a new form of commission payment for consignees. 
If it works, it could lead to a change from the fixed- 
unit method. Commissions on all merchandise are 
based on percentage, the rate varying with the product. 
The object: “To get the consignee more money.” 

Here’s the schedule (percentages are computed on 
net sales price): Gasoline 10.5% (with a stopout of 
1.75¢ gal.), kerosine 12%, diesel fuel 12%, lubricat- 
ing oil 10%, grease 10%, antifreeze 5%, specialty 
products 10%. 

« 


New Trademark for Champlin—Champlin oil will 
come out with a new trademark in January, featuring 
a red-white-and-blue oval with the name inside—and 
“Jess clutter.” 

e 


Higher Jobber Margins—In some parts of the Mid- 
west, a few jobbers report higher margins this past 
year because of a special arrangement with some sup- 
pliers. With gasoline stocks loose, some jobbers in 
stable markets have received a transportation allow- 
ance which has fattened their margins. This, in effect, 
has raised 3.25¢-gal. margins on regular-grade gaso- 
line to 3.75¢, and 3.75¢ margin on premium to 
4.25¢. These are not permanent rates, nor is any 
precedent being established, a pricing expert explains. 


Lion Nears 100% Jobbers—Lion Oil will keep the 
pressure on its program to achieve 100% jobber dis- 
tribution. It’s now up to about 84%. 


Burner Research Ready to Roll—The oil industry 
is going ahead with burner research. Directors of the 
American Petroleum Institute agreed last month to 
underwrite in next year’s budget the cost of an oil- 
burner research program outlined by Battelle Memorial 
Institute (NPN—Aug. p103) and recommended by 
marketing division’s fuel-oil committee. While directors 
are silent on the amount to be spent, it’s believed to 
be about $500,000 the first year. 


68 


Hot Water Without Fuel?—Shortly after New Year, 
a manufacturer of oil-fired heating equipment will in- 
troduce a hot-water heater that uses no fuel by itself. 
Water will be heated by the 350-deg. air coming from 
the warm-air furnace. 


Oil-Powered House for World’s Fair—Oil-Heat In- 
stitute thinks the 1964 World’s Fair in New York 
should be the stage on which to present the oil-powered 
house. OHI directors have pledged $25,000 of the cost, 
and Reynolds Metal Co. has indicated a willingness 
to build the house (value: $225,000). Next step by 
OHI is to sell the idea to the major distillate refiners 
and marketers. They will be asked to put up $400,000 
deemed necessary to keep the oil-powered house going 
for two years. 
® 


Oklahoma's Expansion—Acquisition of Colonial Oil 
of Indiana by the Oklahoma Oil division of Humble 
is a possibility. Colonial, a private-brand operation 
headquartered in Fort Wayne (C. J. Kramer, president) 
accounts for an estimated 600,000 gal. a month. A 
competitor claims Oklahoma has offered $1.8-million 
for the business, including 3¢ per gal. for “blue sky.” 


New Gulf Third-Grade—Gulf Oil is considering a 
third-grade motor fuel, rated under regular, to combat 
private-branders. Gulf will try out this new gasoline 
in the Southwest at 16 stations located where private- 
brand competition is intense. Gulf markets super- 
premium in some areas, but not in the Southwest, so 
the new gasoline will be the third grade there. This 
recalls the “Traffic” brand Gulf had years ago. 


Majors Wage Private-Brand Battle — A private- 
brand battle between two majors is brewing in Wilming- 
ton, Del. Sun Oil last month opened a 24-hour station 
blending “‘Cent-a-Grade” gasoline in nine grades start- 
ing at 26.9¢ gal. (NPN—Nov. p77). A nearby Tide- 
water station closed and reopened as “Stop and Save,” 
open 24 hours, blending nine grades at prices equal 
to Sun’s. 
® 


Shell Scraps Agency Commission—Shell Oil’s new 
ad agency, Ogilvy, Benson & Mather, will receive a 
straight fee rather than the traditional 15% commis- 
sion on advertising. The agency will get costs plus a 
25% profit, and will receive more than the former 
Shell agency, J. Walter Thompson, did. In accepting 
bids from four agencies, Shell indicated that three had 
agreed to a fee rather than commission (Shell ad 
manager C. F. Martineau believes the commission 
system is “downright unethical.”) Shell’s entire ad 
budget for 1961—estimated at. about $13-million— 
will go into daily newspaper campaigns. 
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Trends to Watch 





The Kennedy victory won’t harm the oil industry much. That’s the consensus 
of oil marketers interviewed in NPN’s 1961-outlook poll (see page 78). 


For one thing, Kennedy didn’t get the much-discussed “public mandate” for 
his New Frontier. So Congress probably won’t give quick assent to issues like 
minimum wage and depletion reform. 


A second factor: oil can roll with the punches, if necessary. Says a West Coast 
marketing vice president: “The election outcome has been unfortunate for the 
country, but I don’t foresee any drastic changes in business. We have been ready 
for almost any kind of change in the economy.” 


For a fuller look at the prospects in Washington, see page 87. 


—NPN— 


“Battle of the Standards” will move from the skirmish lines into full combat 
next year. For three of the five Standard companies, the goal is national represen- 
tation. That’s impossible under the Standard name, because of the dissolution 
decree of 1911. So all three are moving ahead through newly formed operating 
subsidiaries. 

Jersey Standard’s Humble Oil & Refining has the most ambitious long-range 
objectives, and the most territory to consolidate and unify. Formed last Jan. 1, 
Humble is solid in the East and Southwest, uneven in the Midwest and Northwest, 
sparse elsewhere. Consequently, Humble is linked to alleged negotiations or talks 
with almost any chain of outlets you can name. That doesn’t mean active interest 
in everything, simply that Humble is amassing appraisals and information. 

One big question: What about Humble’s national brand? Some of its new station 
signs say Enco, others say Humble. Humble people claim they just aren’t sure. 


Indiana Standard’s American Oil Co. will be formed Jan. 1. It starts out with 
wide representation everywhere but the Southwest and West Coast. Acquisitions 
in these areas would be logical. National brand name is set: American. 


California Standard’s California Oil Co. also comes alive Jan. 1. It’s solid in 
the West and gaining in the East, but there’s a big hole in the middle. A merger 
with Standard of Kentucky could help fill it, and such a move is considered a 
distinct possibility (see page 67). Further expansion in the mid-U.S. is probably 
some time away. 

National brand name will be Chevron, except where Standard is now used. 

Will Standard of Ohio break out of its one-state area? Thwarted so far, it prob- 
ably will keep trying for a merger that’s acceptable to the Justice Dept. (last year’s 


contemplated one with Leonard Refineries wasn’t). Probable brand name outside 
Ohio: Boron. 
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Your Personal Suntan 


Few people catch cold any more—it’s more fashionable to “come down with a 
virus.” But however you dignify it, the common cold is the top cause of lost man- 
hours during the winter. 

Strange as it may seem, your office crews are more susceptible to the cold bug 
than the station attendant who spends most of his time in the open. Why? Well, 
the cold virus is highly contagious, usually spreads fast from an infected person’s 
sneezes and coughs. Office help spend hours in close contact. Then, too, heated 
offices tend to have dehumidified air. When the air is dry, it usually has a higher 
microbe count. Also, the protective membranes of the respiratory system can’t 
function properly. 

Avoid keeping your offices or stations too hot. The switch from cold to hot air is 
dangerous. Best temperature indoors on a cold day is about 70 deg. Try to keep 
windows open a little so there will be some circulation of fresh air. 

Station attendants who brave sleet, wind, rain, hail and snow should be cautioned 
to keep dry as possible. The most susceptible parts of the body are the feet and 
legs. It would be a good idea to keep some dry socks and shoes handy. 

Most doctors are cautious on the question of antihistamines. Few advise you to 
use any self-medication beyond aspirin with an MD’s approval. The latest in 
antihistamines is Rynatan, said to clear the head of congestion for up to 12 hours. 
The big problem is that the antihistamines can boomerang, causing recongesting 
or immunity to the drug. 

The American Medical Assn. offers some sound and simple advice for prevent- 
ing colds: Get plenty of rest, eat a well-balanced diet, avoid chilling or overheating, 
dress sensibly. If you do come down with the bug, plan on the symptoms appear- 
ing one or two days after exposure. These early stages are the most infectious. 
Caution your employes to stay home and you may keep the cold from spreading 
among the rest of the help. 

The average cold lasts from five to eight days. If it lingers longer than this, or 
if a fever hangs on, a doctor should be called in. Colds can lead to more serious 
illnesses like sinusitis, laryngitis, bronchitis, or pneumonia. 

The best medication is aspirin (about two a day). Get more rest than usual and 
stress liquids in the diet. Use disposable tissues rather than handkerchiefs (you 
might stock offices with tissues as a preventive measure). 

If you do feel the sniffles and other symptoms coming on, though, cheer up. 
The latest word is that Notre Dame medical researchers are on the trail of a 
vaccine which will help prevent 60%-70% of the common colds. But don’t wait 
for it. It won’t be released for at least another two years. 





—NPN— 


Suggested Reading: Twenty years of life among the rugged men and women of 
the oil fields have supplied geologist J. C. Williamson with a rich base for his 
collection of short stories called “The Deep Treasure” (Crown Publishers, $3.50). 
Twelve violent and vigorous tales range from Texas to North Africa, bringing 
alive the roughnecks and engineers, the wives and camp followers of the oil fields. 

Christmas is just weeks away, and with the beginning of the new year we'll have 
the start of the Civil War Centennial—two good reasons to consider “The Picture 
History of the Civil War” (American Heritage, $19.95) as a personal or business 
gift. Over 600 pages are chock-full of full color prints and rare black and white 
photos depicting the titanic battle between the states. Bruce Catton wrote the 
narrative. A special feature is the novel three-dimensional map-sketch of each 
major battle. 

Here’s a good one: “The Field Sales Manager,” edited by Albert Newgarden 
(American Management Assn., $7.50). It’s an authoritative, straight-to-the-point 
manual of practice for the man who manages activities of salesmen in the field. 
It gathers the views and advice of a variety of experienced men on the firing line, 
and covers the topic from recruiting to self-development. Well worth the money. 
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A BEAUTIFUL “SHOWCASE” 
for your most important product is a Smith-Erie 
gasoline pump. Showcase for leadership too! 
Smith-Erie pumps display the advanced styling 


that has made them the most imitated pumps 


on the market. 
Smith- £2. 





et gat NTR 





Smith-Erie service station pumps are complemented by 
industry’s most complete line of hand pump equipment 


2 GREAT PUMPS TO SERVE YOU BETTER 


Smith-Erie makes them both! The Salesman “48”... 
modern, streamline, just 48” in height ... the most 
emulated pump in the industry. And the “L-3”... 
today’s acknowledged standard of modern styling. 
Both are available in “twins.” They have the same 
outside dimensions as single pumps — designed to 
occupy a minimum of island space while supplying 
more volume by serving two customers simultaneously. 


BARREL AND SKID TANK PUMPS 
Doubie-action piston pump is easy to 


operate and trouble-free. Rated at 23 NONMEASURING PUMPS 
gpm at 100 strokes per minute. Light- 


HI-BOY TANKS WITH PUMPS 
Smith-Erie hi-boys are the most widely 


Y These fast-action, econom- used in the petroleum industry. Available 
ot che Ei pide! ame ical pumps are ideal for in 16-, 30-, oo. and tabaulen capacities 
dispensing such petrole- for dispensing lubricating oil, kerosene, 


um products as gasoline, alcohol and other light liquids. The 30-, 
kerosene and light oil. 60-, and 120-gallon sizes are availabie 
They deliver approximate- with the same height and depth. This 
ly 10 gallons per minute uniformity makes it possible to more 
at 40 strokes per minute neatly nest and align the tanks for better 
(one quart per stroke). space utilization and better appearance. 
Several models available. 
Model 1108 plunger-type barre! 
and skid tank pump with 8’ of 
%” static wire-bound hose and 
nonsparking nozzle, vent in base. 
Handle is steel tubing formed 
to give best pumping operation. 





Model 1600-10 double- Model 1611-18 pump 

action pump. with suction pipe and 
8 of %” static wire- 
bound hose and non- 
sparking nozzle. 


\ * ’ 
ROTARY BARREL AND ; / 
SKID TANK PUMPS } 
Smith-Erie rotary 
pumps deliver approxi- i , 
mately 6 gpm at 90 rpm. See 
Available in various 
models for barrels or ° 4 
skid tanks, with shut-off mE Ld. 2/ 
nozzle or hose. All are (: 
equipped with lock arm x ‘ 
for handle, 114” and 2” bf ‘ 
sliding bushing, with 
water-tight seal and PIES a 
rubber cap to keep . ‘ 
water out of tank. iS 


Model 1511 rotary barrel and skid tank pump 
with 7’ of 5” static wire-bound hose, non- 
sparking nozzle and suction pipe. 


Model 2010 30-galion tank unit with quart pump. 
Swing-arm return drain tube—for lubricating oil. 


Medel 2240 120-galion tank unit with gallon 
pump, shut-off nozzle and quantity stops. 


Through research cy a better way 
For details on these and hundreds of other 


Smith-Erie products for the petroleum industry, AO. Smith 
Peo RE OR AT | ON) 


contact your representative or write direct: 
Smith- E.. Division 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania. Offices: Atlanta 5, Georgia; Chicago 3, IIlinois; Houston 2, Texas; Los Angeles 17, California; New York 17, New York; 
Oakland 21, California; Tulsa, Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. SMITH INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A. 
Litho in U.S.A. 





A.Filter Man’s Thinking 


Wevve got a job to do... now! 


Before we can look at our in- 
dustry picture for 1961, I’m 
going to ask you to agree with 
me on two points: 1) that the 
Dealer is the key man in the 
sale of filters . . . or for that 
matter, in the sale of any TBA 
item and 2) that the know-how 
and service he offers to his customers has not been 
sufficiently promoted to the car-owning public. 


We... manufacturers, suppliers, in fact all of 
us in the automotive industry . . . have failed to 
capitalize on the opportunity to prove to car 
owners that the Dealer is THE MAN to whom 
they should turn for advice in the care and main- 
tenance of their cars. We have failed to develop 


fully the image of the Dealer as a source of pro- 


fessional knowledge. 


At Purolator, we are convinced that such a pro- 
gram is urgently needed, and we are going to lead 
the way in getting the job started. Our entire 1961 
advertising and sales promotion program will be 
aimed towards this goal, and will be based on four 
simple words: LISTEN TO THE MAN. 


Weare going to put more money than ever before 
—the biggest advertising budget in filter history— 
behind this theme. It will influence motorists to 
look to Dealers for advice . . . Dealers will be able 
to do a better selling job with filters and other 
items . . . and you profit from this surge of in- 
creased business. In talking with people in our 
field, I have found that a filter sale actually leads 


to sales of other items, that the filter sale is only 
the beginning. 
How are we going to do this job? 


In the first place, we’re going to stimulate 
Dealers again with the biggest and best Bonanza 
offer we have ever had. Purolator’s record for 
Dealer promotions is outstanding and speaks for 
itself, so it is enough to say that the Sylvania tran- 
sistor radio will be the largest, most sales-producing 
premium offer this industry has ever seen. 


On MONITOR radio, over nearly 200 NBC sta- 
tions, the “Listen to the Man” message will be 
delivered to approximately 16 million motorists 
every week-end during the summer. 


In the spring and fall, spot radio will saturate 
the 70 major gas-consumption markets and com- 
bined with MONITOR will give us over 50,000 
commercial messages selling Purolator filters and 
selling the public on “Listen to the Man.” 


For visual impact, 600 Scotch-Lite signs will 
cover the major arteries in the country with the 
“Listen to the Man” message 24 hours a day every 
day of the year. 


However, we do not feel it is enough to just stock 
the Dealer and create a consumer demand for our 
product . . . we feel we must also create a desire in 
the consumer mind to deal with this “Man” on 
all car-care maintenance. In everything we do, we 
are going to make “Listen to the Man” the watch- 
word of the motorist and parlay this phrase into 
the biggest sales program we or any other filter 
manufacturer has ever had. 


b. 


Vice President 


PUROLATOR PRODUCTS INC. 
Rahway, N. J.; Toronto, Ontario, Canada 


P.S.: To see how this program kicks off, take a look at our Bonanza ad on Pages 12, 13. 


December, 1960 * NATIONAL PETROLEUM NEWS 








More Business for Sinclair Distributors 


Sinclair Introduces New Motor Oil Can Designs... 


MOST FAMOUS of Sinclair Motor Oils is Triple-X 
Multi Grade Motor Oil with Nickel ...so new, so 
different it’s patented — U. S. Patent No. 2,937,992. 
Sinclair Triple-X now contains Nickel, an amazing 
anti-wear additive. 

The containers for these four top-selling brands of 
Sinclair Motor Oil have been restyled along Sinclair’s 
new, modern concept of design—each features the 
Sinclair trademark in full color. This is part of 
Sinclair’s new Unity of Design program. 

New package design and new product develop- 
ment are just two of the reasons why it pays to be 
a Sinclair Distributor. 

As soon as you become a Sinclair Distributor, the 


entire Sinclair Organization is primed to help you 
get rolling — and keep rolling. 

You get the kind of financial help and administra- 
tive aid you need. You get assistance in bulk plant 
operation and service station development, too! 

To build extra fuel oil, industrial and farm gallon- 
age, Sinclair puts a complete sales training package 
at your disposal. 

Talk it over with your Sinclair Representative or 
write to: Sinclair Refining Company, Manager Dis- 
tributor Sales, 600 Fifth Avenue, New York 20, 
New York. Ask, too, about the Sinclair TBA fran- 
chise, featuring Goodyear, the greatest name in 
rubber. 


Sinclar 
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The Oil Seller in 1961 





iE HE ELECTION is Over, a new administra- 
tion will soon take office, and the uncer- 
tainties of another year are almost on us. 
Nearly every marketer is asking himself what 
he must do to cope with 1961. 


Uncertainties over the coming months are 
probably greater than they’ve been any time 
since World War Ii—not because of the out- 
come of the election, for with a new adminis- 
tration of either party it became inevitable that 
there would be new personalities, new influ- 
ences, new viewpoints, new policies—in all, a 
new climate. This uncertainty is engendered by 
a multiple-faceted evolvement—a new adminis- 
tration in Washington, profound changes in 
world economy, unsettling conditions in the 
oil industry—all influenced by a worid in tur- 
moil. 

Immediately after World War II, pent-up 
demand, which touched off a world boom, cre- 
ated great prosperity for the oil industry and 
endowed oil marketing with lucrative volume. 
Not until the latter 1950s did the momentum 
slacken. Then significant changes began to oc- 
cur in marketing, a readjustment to the harsh 
realities of a market place. 

As the industry moves into 1961, these fa- 
miliar conditions persist: a surplus of products, 


delicate price structures, rising costs, and a 
modest increase in demand. 


Whatever happens, except for cataclysmic 
war or dire world emergency, the position of 
the marketer is clear: His function will be the 
critical element in national economy. The com- 
ing years will, indeed, be the era of sellers. 


In the economy as a whole, not just in the 
oil industry, the salesman is emerging as a key 
figure, if not the key figure. The shortages are 
all behind us. Abundance looms as the dom- 
inant characteristic of the Sixties. With it, the 
art of selling—including everything from prod- 
uct packaging to training, to design and engi- 
neering of distribution and merchandising fa- 
cilities, from advertising to consumer knowl- 
edge to creation of new markets—stands out 
as a basic economic process. This is far more 
basic than many top management executives 
in the oil industry itself have come to realize. 

Because marketers have been under heavy 
pressure for the past few years, this is not ex- 
actly new. However, the emphasis is greater 
now than ever before. The separation process 
will be accelerated: The mediocre marketers 
will wither away and gradually disappear. The 
able and smart marketers will get better, and 
probably bigger. 


The Girls Missed the Oil Men 





ECENTLY a national women’s magazine 

listed 24 men who were voted by a panel 
of women judges as the world’s most attractive 
men. Alas, there were no oil marketers, no oil 
men at all, not even any business men. 

The men on the McCall’s magazine list in- 
clude 14 artists and entertainers and 10 world 
and government figures. Two in the latter cate- 
gory have been active in business, Bernard 
Baruch and John Hay Whitney; but the former 
has been famed for four decades as an adviser 
to presidents, while Whitney is prominent as a 
diplomat, born to great wealth. 

In a way, this shows how concealed from 
popular public view are oil leaders, as are busi- 
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ness executives in general. Certainly there are 
several oii men who are attractive to women, 
though they may not realize it, starting with 
M. J. (Jack) Rathbone, Jersey Standard presi- 
dent and chairman of API, and his predeces- 
sor at API, H. S. M. (Max) Burns of Shell. 


Obviously these men have not been in the 
public eye or headlines enough to attract the 
attention of McCall’s judges, described as “a 
famed and knowing panel.” A pity, too, be- 
cause the image would be more appealing— 
and more true—than the caricature of the 
heavy-jowled, excessively rich oaf which seems 
to stick with so many people, including 
women, when they think of “oil men.” 
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National Petroleum News 


DECEMBER, 1960 


What Happened at the Chicago Meetings 


At Chicago last month, marketing stood out as the major preoccupation 
of the oil industry. Here’s what majors, jobbers, independents did 


re MAN in the oil industry and 
head of the largest business enter- 
prise in the world talked marketing 
at the oil industry’s biggest annual 
meeting last month in Chicago, 

At the general session of the Ameri- 
can Petroleum Institute, board chair- 
man M. J. Rathbone, Jersey Standard, 
devoted much of his address to market- 
ing. It was rare if not historic for an 
API chairman to do so. 

“Twenty-five years ago manufactur- 
ing was the major preoccupation,” he 
said, but today it’s marketing, “the 
orientation of business to the customer 
and his needs.” 

With demand growth tapering off, 
Rathbone said, “it is absolutely vital 
that each of us think and operate as 
businessmen, examine our product pat- 
terns in the light of profits, and act on 
the basis of realistic market expecta- 
tions.” 


What Marketers Did 

Greater cooperation within the oil 
industry was a prime concern at the 
marketing meetings. 

e@ At the API, retiring marketing- 
division vice president Charles J. 
Guzzo, Gulf Oil, called for a “solid 
front” in solving marketing problems; 
“disunity is our biggest problem.” 

@ At National Oil Jobbers Council, 
president E. K. Bennett urged jobbers 
to consider a policy of cooperation 
with all segments of the industry. 
“This industry is in trouble,” he said, 
“and we all should share in the responsibility of 
finding a solution. . . .” 

e@ At the Society of Independent Gasoline Mar- 
keters of America, president Phil L. Siteman, 
Site Oil Co., St. Louis, called on independents to 
try to curb price-cutting, that is, selling 3¢ gal. 
or more below the majors. 


NOJC Highlights 

Bennett’s plea for cooperation with other seg- 
ments was neither supported nor rejected by job- 
bers. But NOJC’s legal counsel Otis H. Ellis had 
something different to say. 

Ellis said other segments don’t help jobbers 
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Mobil’s Bellman steps in 
as API marketing chairman 


API board chairman Rath- 
bone: focus on marketing 


unless their own interests are directly 
involved. He suggested jobbers con- 
sider “playing by the industry’s rules” 
and determine which issues to leave 
for others to fight. 

Bennett asked jobbers to consider 
some plan to enable all segments to 
form a “united front” on all legisla- 
tion “irrespective of whether or not 
we believe it affects us.” 

Ellis insisted his position was “not 
repugnant” to Bennett’s, but some job- 
bers believed it involved a contradic- 
tion, at least. 

Both leaders asked jobbers to give 
them some guidance. No action was 
taken. The ambiguity remains. 

Jobbers adopted resolutions: 

e Authorizing NOJC’s divorcement 
study subcommittee to gather informa- 
tion on relative position of jobbers 10 
years ago, five years ago, and today, 
with a view to making recommenda- 
tions on marketing divorcement at the 
spring NOJC meeting. 

e@ Urging that April 1 be the final 
deadline for setting up a “one-roof” 
fuel-oil organization. 

Bennett and other NOJC officers 
were re-elected for one-year terms. 


API Marketing Highlights 


Progress towards a “one-roof” fuel- 
oil organization reached a pivotal stage, 
many marketers believe. Existing fuel- 
oil groups, depending on refiners for 
financial support, were faced with a 
walkout of some refiners if they didn’t 
get the “one-roof” association going. 

Outgoing fuel-oil chairman Leonard S. Marsh- 
man, Mobil Oil, said delays have made it impos- 
sible to meet the Jan. 1 deadline for launching 
the agency. 

He attributed the delays to “sniping by a few 
who say they’re for it but don’t act that way,” 
failure of some to spend enough time on it, and 
“an indifferent attitude” by Oil Heat Institute and 
National Fuel Oil Council. 

April 1 was accepted tacitly as the final target 
date. 

Vernon A. Bellman, Mobil marketing VP, suc- 
ceeded Guzzo as API marketing vice president. @& 
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Planning 


FOr 1961 


A he THE TOP U. S. MARKETERS, business next 
year looks all right, but tougher than in 1960. 

That’s the gist of an exclusive NPN sampling 
of the nation’s most skillful and experienced mar- 
keters. NPN asked, How does 1961 look—and 
what will you do about it? 

The question brought out optimism and uncer- 
tainty. Optimism, tempered by marked restraint, 
is the official attitude expressed by major-company 
marketing executives. Privately, some don’t think 
highly of 1961’s prospects. To this view, jobbers 
and others add a strong note of caution. 

There are sharp regional differences in outlook, 
too. Enthusiasm is greatest in the Plains states, 
where some marketers anticipate increases in profit 
as great as 30%. The West, target of so many 
current expansion drives, expects substantial sales 
gains but only fair profits. Elsewhere, except in 
highly competitive special cases like Ohio, the 
expectation is for product growth near the pro- 
jected national average of 2.2%. 

Some of the big points of the survey: 

@ Marketers express uneasiness about soft spots 
in business and the high level of inventories. But 
most will go on expanding at the present rate. Some 
have new programs. None will cut back. 

e Expansion by acquisition will keep up, at 
fancier prices than ever. Humble, the new Ameri- 
can Oil, Conoco, Ingram, Signal Oil & Gas, Ten- 
nessee Refining are some of the logical buyers. 

e@ Approximately 4,000 new stations will be 


‘Our profits next year will be up about 
10%-15%, and that’s conservative.’ 


‘I’m a salesman. I have to be optimistic.’ 


‘What this industry will need next 
year is a lot of so-called statesman- 
ship.’ 


‘It could be that we, and the jobbers, 
may have to give up some margin.’ 


‘Expansion is the best thing for a 
jobber who wants to stay alive.’ 


‘Climate isn’t good for the little guy.’ 


built in 1961—about the same as 1960. That’s 
a sharp drop from 1957, when about 8,000 were 
built. This dropped to about 6,000 and 5,000 in 
the two years that followed. 


e There will be extreme pressure on refiners 
to keep runs down. Companies will try to exercise 
more self-restraint, and that makes for statesman- 
ship. This could strengthen price structures and 
improve stability in the marketplace. For this rea- 
son, many marketers plan on percentage increases 
in profit well beyond the normal rate of increase 
in volume. 


However, some majors say the independents will 
be a problem because they run their refineries at 
full capacity even when the majors cut back. 


e Private brands will continue as one of the 
most dynamic factors in the marketplace. They’ve 
been springing up in stable areas (after a year of 
fair trade in Connecticut, there are 73% more 
private branders there) and will probably go on 
doing so. They’re considered a special threat to 
branded jobbers, so jobbers must equip themselves 
to compete more effectively. 


From the private brander’s own standpoint, sup- 
ply may be tighter, setting up a price squeeze. This 
would hit the small operators hardest. There will 
probably be a sharper division between the “name” 
private branders and smaller chains. Both expect 
harder competition from majors with secondary 
brands, like Phillips Petroleum’s Paraland. This 
type of dual-branding—now practiced by at least 
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How to plan for 19Gl eecee 


Looks Okay—But Tougher 


seven majors—will likely be stepped up. 


e@ Compact cars may do oil marketers more 
good than harm. 


e An upturn in the economy at midyear could 
give marketers a new boost. 


e The election probably won’t affect the oil 
business much, at least for most of 1961. 


What the Majors Are Planning 


Most majors hope the upswing of the current 
quarter will continue. Some typical comments: 


“Our pi-fits next year should be up about 10% - 
15%, and that’s conservative,” says a Phillips 
Petroleum sales executive. 


Two Souiheast division managers of a major 
think 1961 will be “good” and “pretty fair,” re- 
spectively. One sees gasoline consumption up 3% - 
3.5%, which is better than this year. Both plan to 
expand representation on a fill-in basis. 


“We're having a good year, but next year will 
be even better,” says the vice president of an East- 
ern major. His company is phasing out a long-range 
program on schedule. The election doesn’t affect 
it because it was planned years in advance. The 
situation will be reviewed as the year goes along, 
and the budget revised if necessary. The main con- 
cern for 1961 is realization, not volume, but things 
are already improving. 

“I’m a salesman,” says this executive. “I have 
to be optimistic.” 


“Next year will be all right, but awfully tough,” 
says a major VP headquartered in Chicago. “It’s 
getting harder and harder to make a profit.” 


Expansion by acquisition will be the watchword 
in 1961. Many companies invading new areas will 
save construction costs and preserve present gallon- 
age patterns by taking over existing units. For the 
most part building plans are on the moderate side 
this year: 

A Midcontinent major plans to build 70-80 sta- 
tions in 1961, the same as this year. However, 
they'll close down about 50 old ones. The company 
is concerned about design trends, is thinking about 
building cheaper stations to last five to seven years, 
instead of $70,000 outlets with a 20-year payout. 

A large Midwest marketer budgeted for 125 sta- 
tions this year, may build only 100. It built 110 
last year. Consolidation is the big object. 

One of the biggest majors will build about 150 
stations in 1961, against 100 in 1960. 


A brand-new concept in retail merchandising is 
promised by a regional major struggling to get a 
better share of its market. Kickoff is set for 
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1961, but details are now top secret. A spokesman 
says the first phase of a three-phase developmental 
program will feature station design and service. 
The second will cover dealer relations, and the 
third will be “a real shocker.” The program will be 
experimental until the company has had a chance 
to test the concept. 

This company reports business has been “all 
right” in 1960, falling short of expectations. How- 
ever, the company hopes its bold new approach to 
retailing will make 1961 very successful. 


Business has been very good this year, says a 
major marketing executive who has an aggressive 
expansion program. He expects 1961 to be equally 
good, possibly better. Expansion will continue, but 
it will consist of filling in areas where the company 
doesn’t have enough representation. He adds: “The 
election hasn’t caused me to join the group of 30- 
million planning to leave this country. I don’t think 
it makes that much difference.” 


The marketing VP of a national major says 1961 
looks all right but nothing special. He thinks gas- 
oline demand will be up about 2.2%—“not a lot, 
but a worthwhile increase.” His company has no 
special plans because it has been toughening up its 
marketing as part of a large-scale program. So 1961 
will see further implementation of that program. 

“What this industry will need next year is a lot 
of so-called statesmanship. That’s another way of 
saying self-restraint,” he says. 


“Under the Democrats, next year will be the 
best ever,” says an official of a semimajor. He de- 
scribes himself as his Midwest state’s “only vocal 
off-year Democrat.” He sees his company’s volume 
up 6% and profits up 25-30% in 1961, adding 
that the compact cars are “all extra business” in 
his part of the country. 


mA West Coast executive says his company is 
showing healthy gains this year. He’s highly opti- 
mistic about 1961, partly because his company is 
attracting excellent young men from field positions 
with Midwestern majors, he says. 


“Attention is going to have to be paid to the 
dealer’s return in 1961,” says a national-major 
official. “We must make the dealer competitive. It 
could be that we, and the jobbers, may have to give 
up some margin.” 


How Distributors See 1961 


For every optimistic jobber, you can find one 
who isn’t. Some samples: 
In Indiana, a Phillips jobber and a Mobil jobber 
are hopeful about 1961, “if refiners don’t go wild 
and keep running ahead of demand.” Each looks 
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for a slight increase, with some expansion in exist- 
ing territory. Each says markets have improved in 
the last 90 days—‘“otherwise this wouldn’t have 
been a very good year.” 

A jobber in Irving, Tex., says the business is 
there but the profit isn’t. If prices would just stabil- 
ize, 1961 would be all right, he says. 

>A Mississippi Amoco jobber says 1960 has been 
pretty good, but prices have been spotty. “There 
should be a lot of business generated by the new 
administration in 1961,” he speculates. “There 
probably will be more taxes and some inflation if 
the administration can carry out its program. It 
may be worth it, though, to stimulate business. 
Business needs a shot in the arm.” 

mA large Wisconsin jobber says business hasn’t 
been very good because of natural-gas inroads on 
his fuel oil business. He’s disgusted with the out- 
come of the election and feels that business his size 
will be in a hard economic squeeze. 

A Conoco jobber from Mississippi didn’t vote for 
Kennedy, but thinks he’ll make money “by the 
bagful” under the new administration. 

A major-brand jobber in upstate New York says 
volume and profits are off from 1959, and don’t 
look better in 1961. “The climate isn’t good for the 


little guy,” he says, because the prospect of higher 
taxes and more inflation is discouraging.” 

» Two New York jobbers hope they’ll be helped 
by changes in import restrictions. They built term- 
inals for lower-priced foreign residual oil, but 
couldn’t get it under the present program. 

A Missouri Mobil jobber says this will be his 
best year by far. October dollar volume was 20% 
better than his best previous month, he says. 

This jobber has grown rapidly during the past 
decade, and expanded his own operation this year 
by acquiring two smaller jobberships in danger of 
folding. He now has five more stations than he did 
a year ago, one through building and four by ac- 
quisition. Originally he marketed in one country; 
now he sells in four. “Expansion is the best thing 
for a jobber who wants to stay alive,” he says. 
“When I took on two more jobberships, I added 
almost no overhead, but I got more volume and 
increased the potential.” 


A Wyoming jobber says business is okay now and 
will be next year, but adds, “This isn’t a very good 
business, not what is was years ago.” 

>A Shell jobber in Missouri says 1960 is his best 
year, mainly because his highway stations are doing 
so well. He’s been concentrating on highways and 
finds he gets much more volume. He sees 1961 as 





Advertising: Watch for Surprises 


S INDUSTRY AD MEN roll up their sleeves for the 

annual budget battle, 1961 shapes up as a 

year chock-full of surprises and innovations in oil 
advertising. 

For one thing, most ad men have little hope of 
expanding their operations in °61—they’re bucking 
hard for just enough of a dollar boost to let thém 
match the 1960 scope. Top management’s caution 
about next year is often coupled with a “let’s see 
what happens” approach that leaves long-range ad 
planners high and dry. 

But several trends are already in the making, 
trends which will make 1961 one of the hottest and 
most challenging years for the men who head the 
art and copy crews. 

e Look for startling and unique ideas to jolt 
the industry. Behind this is the rash of newly hired 
agencies performing for majors. The new shops will 
be out to prove they can do something new and 
different, something that will cause a splash and 
bring sales. The old agencies will be fighting hard 
to keep their accounts, with a willingness to drop 
traditional or “follow-the-leader” campaigns. 


e Look for a sharp reversal of the trends from 


network to spot television. The basis for this will 
be the new big brand names—American and Hum- 
ble, to name the biggest. Wider marketing areas 
will make network advertising more feasible for the 
big ones. Smaller marketers may feel obliged to 
follow just to meet the competition. 


e Television will continue to haul away most 
of the industry’s advertising dollars, with magazine, 
newspapers and radio suffering. Shell Oil, however, 
will go 100% for newspapers next year. Outdoor 
and point-of-purchase will hold their own. 


e Some jobbers, still dissatisfied with the help 
given by suppliers, will turn more and more to the 
small ad agencies. This will be particularly true in 
the Southwest and Midwest. Many of the new shops 
there are staffed by bright young men who served 
their apprenticeship with the giants. 


e In the absence of an economic “green light” 
from top management, the ad men will cast an even 
more critical eye on the distribution of their money 
among media and campaigns. The emphasis will 
be on sales payoff, with a sharp new tendency to 
toss out the so-so campaigns and fill in with some- 
thing entirely different. 
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a good year for him because the business “is rol- 
ing” now. Even the fuel oil business is pretty good, 
he says. 

One Colorado Phillips jobber says “there’s money 
to be made” in 1961—but another says his area 
is limited and he needs to expand. 

>A Standard of Indiana jobber from Missouri says 
business is good despite price disturbances. By 
hustling for business, he keeps building up earnings. 
He thinks jobbers as well as the country will be 
better off as a result of the election. 


In 1961, many jobbers will be looking for ways 
to compete more successfully against private- brand- 
ers. One way, of course, is to become one. 


A branded Southwest jobber feels the solution 
is to have a private-brand pump in a major station 
and post at 2¢ under the major brand. He thinks 
majors should make a lower-grade gasoline and 
offer it to jobbers. 


A Midwest major-brand jobber says he likes 
private-brand stations and has two—2¢ under the 
majors. He’s been careful to locate them out of 
direct competition with his major dealers. They 
don’t mind, he says, and he gets some volume 
that would otherwise go to private-branders. 


What Other Marketers Say 


Varying viewpoints come from other segments: 


Says a Texas consignee, “A commission agent 
can’t live if he depends entirely on the oil industry. 
He just has to get into some other line to get more 
income. The outlook isn’t good.” 


>A Midwest independent refiner predicts a 512 %- 
6% increase for his company next year. The 
company has a 10-year program, proceeding on 
schedule, which calls for specific allocations of 
profits to expansion and development. They pro- 
ceed phase-by-phase to guard against overextension. 


A large private-brander says he'll double his 
capital expenditures in 1961, spending for new 
stations and modernization. “You can’t be pessi- 
mistic when a country has so much potential,” he 
says. “Even if there is inflation, you better spend 
your money, because it won’t be worth anything 
to you holding onto it.” 


A West Coast independent says there'll be a 
lot of station-building there. But he says it won’t 
necessarily be for retail profits, since speculators 
are now building on the expectation of being bought 
out by expanding newcomers. Or, he says, there 
may be a prearrangement to build stations and get 
volume up in a way that the ultimate buyer could 
not do himself—via price. 

Sales executives of a big equipment supplier look 
for a big year in 1961, mainly because of major 
expansion. They look for an all-out battle between 
giants like the newly constituted American Oil and 
Humble Oil & Refining Cos., plus expansion into 
new areas by once-regional companies such as 
Tennessee Refining and Signal Oil & Gas. a 
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Labor: All are 
Glad but Hoffa 


& gronseye LABOR will find a friendlier atmos- 
phere in the Kennedy administration. 

Union leaders, who backed Kennedy almost 
unanimously, anticipate some returns in the form 
of labor legislation. As a Senator, Kennedy fought 
labor’s battle for a higher minimum wage and Taft- 
Hartley amendments. He failed, but as President 
he may do better. 


The Case of James R. Hoffa 


While most labor officials rejoiced over Ken- 
nedy’s election, one was far from happy. He’s 
James R. Hoffa, chief of the International Brother- 
hood of Teamsters—the nation’s biggest union. 
Hoffa opposed Kennedy right down to the wire, 
charging that he sought to destroy Hoffa and the 
Teamsters. Kennedy has openly proclaimed that 
his administration would seek to depose Hoffa, but 
has sought the support of Teamster members. 

It’s likely, under a Kennedy administration, that 
the Hoffa forces will be further investigated by both 
government agencies and Congress. This may have 
a deterring effect on Teamster organizing and bar- 
gaining—though President-elect Kennedy will seek 
to divorce Teamster leadership from members. 

Under Hoffa, the Teamsters have sought to ex- 
tend their ranks through ambitious organizing 
drives—tright down to the last service station. These 
will continue, and will likely be stepped up in 1961. 
Despite Kennedy’s animosity to Hoffa, the IBT 
president will probably be re-elected to office some- 
time next year at a new Teamster convention, Hof- 
fa’s efforts to call a convention are in the control of 
the courts, where Hoffa is currently seeking per- 
mission for a new IBT election and the end of the 
Teamster monitorship under which he has served 
for almost two years. 


How Labor Programs Will Fare 


In general, a Kennedy administration will give a 
new impetus to labor programs. The first test may 
come in collective bargaining, involving the oil, 
chemical, and atomic workers, who are just now 
entering serious negotiations with the oil refineries 
on the union’s demand for 18¢ an hour more. 

Under the two previous Democratic administra- 
tions, union leaders have found a friendly President 
helpful when they got into negotiating trouble. 

One of Kennedy’s proposed legislative goals is 
amendment of the Taft-Hartley Act to give the 
White House more voice in national-emergency dis- 
putes. Kennedy wants the administration to be sup- 
plied with a series of weapons—not just the T-H 
provisions for an emergency board and strike-stop- 
ping injunctive power—to handle critical strikes. 
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Business: Another Record Year 


After a slow start, 1961 promises to be a record business year. But 
some setbacks are likely to keep the year from matching 1960's growth 


HEN final totals are in, 1961 will have 

proved itself another record business year. 
As measured by the gross national product (the 
measure of the nation’s total business volume), 
business activity for the year as a whole will out- 
strip the 1960 record. From a high at $503 billion 
for 1960, the GNP will climb to $511 billion. 

The outlook for 1961, nevertheless, is marred by 
prospects of some business setbacks early in the 
year. As a result, business gains for the year as a 
whole aren’t likely to match those of 1960. Both 
the GNP and industrial production, headed down- 
ward in recent months, are likely to continue their 
decline into the first quarter of 1961. 

On the whole, however, the strength of the 
economy is unmistakable. Business will remain at 
relatively high levels, even allowing for modest dips. 
And after a slow start it promises to grow at a 
vigorous pace through 1961. 

Supporting this outlook for a year of consider- 
able gains in total business volume is a combination 
of powerful economic forces: 

e Consumer incomes and expenditures are at a 
r-cord level now, and new gains in personal incomes 
will assure steadily expanding consumer spending. 
For the year as a whole, consumer income after 





Here are NUTSHELL FORECASTS 
in five key sectors: 
CONSUMER SPENDING 


New gains in personal incomes will assure steadily 
expanding spending, but less than 3% above 1960. 


BUSINESS SPENDING 


Will probably be. about 3% lower than in 1960, but 
will still provide a big prop to business activity. 


GOVERNMENT SPENDING 


Will rise substantially in 1961 at federal, state, 
local levels, offsetting lower business spending. 


AUTO SALES 


Likely to decline significantly, perhaps 10% from 
1960. Some 6-million units will be sold. 


INDUSTRIAL PRODUCTION 


A cloud on the horizon, factory output may go down 
in early 1961. This would cut into profit margins. 





taxes will inch up by about $10 billion—enough 
to encourage higher consumer outlays. 

e Business spending, though now slated to be 
less than in 1960, will still be providing a valuable 
prop to business activity. 

e Government spending will be increasing. The 
increase in outlays by federal, state, and local gov- 
ernments will be sizeable in the year ahead. It 
should be sufficient to offset projected declines in 
business spending for 1961. 

Business will not get off to the flying start evident 
at the beginning of 1960. At that time, inventories 
depleted during the steel strike were being hastily 
rebuilt, and business investment in steel and stocks 
of finished products played a key role in getting the 
nation’s economy into high gear early in the year. 


By year end, however, the situation had altered 
sharply. From inventory building, business firms 
switched to inventory cutting. As they did, economic 
activity on the whole began to lose some of its 
momentum. And industrial output began to fall off. 


Through much of 1961, inventory reductions 
are likely to be a key stumbling block to really 
significant business gains. But as excess stocks are 
worked off, gross national product and industrial 
production will grow. 


Consumers, the Anchor Men 


Consumer spending for goods and services will 
continue its upward trend. For 1961, consumer 
spending will total almost $336 billion. This will be 
a new record. The increase for the year, however, 
will be a modest $8 billion—less than 3%. 

The increase in consumer expenditures will 
largely be the result of higher outlays for soft goods 
—food, clothing; and services—trent, medical bills. 
Spending for consumer durable goods, on the other 
hand, will decline substantially from the $43 billion 
total for 1960. Next year, spending for durables is 
likely to fall short of the $40 billion mark. 

The decline in consumer durable-goods sales be- 
gan in the latter half of 1960. Undoubtedly, it’s 
partially the result of a record level of installment 
debt that is claiming a substantial portion of con- 
sumers’ after-tax incomes. Now, consumers may be 
holding off major purchases until installment bur- 
dens are reduced. 

In addition, income trends in recent months 
haven’t encouraged continued large-volume durable 
goods sales. With declining factory output, over- 
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time work has dwindled, and many workers have 
seen their take-home pay reduced. They thus have 
had to postpone purchases of durable goods they 
might like to have. 

Among major durable goods, automobile sales 
are likely to exhibit one of the more substantial 
declines in 1961. Sales of autos (foreign and do- 
mestic) are likely to drop by 10% from this year’s 
total to 6-million units in 1961. 


This volume of sales would constitute a rela- 
tively good year for auto dealers. It would, never- 
theless, demand a considerable reduction in auto 
production. 


Business Outlays for 1961 


Private investment (construction outlays plus ex- 
penditures on producers’ durables and additions to 
inventories) is the one major sector of the economy 
in which declines are anticipated for 1961. 

Expected dips in this area will largely be the 
result of reduced investment in inventories. In con- 
trast with 1960, when inventory additions were re- 
sponsible for an estimated $3.7 billion in private 
investment, business inventories next year will 
shrink by about $1.5-billion. This swing from in- 
ventory accumulation to inventory reduction will 
take some momentum out of the economy in the 
early months of 1961. 

Investment in new plants and equipment, on the 
other hand, will not decline appreciably next year 
the McGraw-Hill preliminary survey of business’ 
capital-spending plans shows. The survey revealed 
that capital expenditures next year will slip by only 
3% from this year’s very substantial level. Outlays 
for new plants and equipment now are slated to 
total $35.1-billion. And capital outlays of this 
magnitude will assure a relatively high level of 
overall business activity through the year. 

These capital-spending plans were formulated 
at a time when manufacturers were operating only 
about 79% of their productive capacity, on the 
average. A significant change in output could alter 
preliminary plans. 

Still in the realm of private investment, outlays 
for home construction are likely to edge upward 
during 1961. Restrained by tight money through 
much of 1960, home-construction activity should 
begin to improve early in 1961. Expenditures for 
home construction will rise by $1 billion to $23.5 
billion for the year. And increased spending in 
this area can also stimulate outlays for important 
consumer durables such as household appliances 
and furniture. 


Government Outlays on the Rise 


Government spending will rise substantially in 
1961. In total, government outlays will increase by 
$6 billion over the 1960 level. State and local 
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government expenditures will grow by $3 billion to 
more than $50 billion in total. Federal outlays, 
rising by a similar amount, will come to $55 billion. 

This increase in federal spending was planned 
well in advance of the presidential election, and is 
not likely to be changed significantly by President 
Kennedy’s administration. A large part of the in- 
crease is the result of stepped-up defeuse efforts. 
These plans thus are not likely to change, barring 
some dramatic development in the cold war. Some 
of the increase is a reflection of higher pay granted 
this year to federal employes. 

On the state and local level, outlays will be rising 
for a multitude of reasons. Increasing population 
and expanding suburban communities will con- 
tinue to add to the responsibilities of state and 
local governments. Added expenditures for educa- 
tion, hospitals, and other institutions will swell 
spending by these grass-roots-level governments. 

The increase in government outlays will not come 
swiftly enough to offset the economic impact of 
lower private investment in the early months of 
1961. It will, however, insure that only limited 
losses will occur before business recovers and heads 
strongly upward. 


Industrial Production in 1961 


Clouding the business horizon is the possibility 
that industrial production will dip further in the 
early months of 1961. As measured by the Index 
of Industrial Production, factory output may de- 
cline from 107 (1957 = 100) in the final quarter 
of 1960, to 100 in the early months of 1961. This 
will mean an increase in the number of unemployed. 
And it will also mean a sharp cut in profit margins. 

By mid-year, however, industrial production 
should again be increasing. At that time, the econ- 
omy is likely to begin to show rapid gains. 
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Over-all +2.5% 
Gasoline +3% 
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Residual 

No change 


Adequate, no 
problem. 


Over-all manufacturing up 
3%. Drops in textiles will 
be offset by modest gains 
in transportation, chemi- 
cals, 


Durables up, 
autos up 5% in 
Georgia. Nondur- 
ables up 3%. 
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The Outlook by Areas 


CONSUMER PROSPECTS 


FARM 
i tee]. | 3 


Not much higher 
than 1960. 


BUILDING 


Homebuilding up 
2%. Commercial up 
10% in New Eng- 
land, no change 
elsewhere. 


Unemployment will 
rise. Northeast not 
as hard hit as rest 
of nation. 


CONSUMER 
INCOME- 
SPENDING 


Income up 1%-2%, 
spending not up 
much more. 


CREDIT 


Should remain 
loose. 





Up 4% due to high- 
er cotton, tobacco, 
and poultry prices. 


Homebuilding up 
5%-10%. 


Some gains, except 
for drop in textile 
employment. 


Income up 2%, 
spending up 3%- 
4%. 


Money looser, in- 
terest rates down. 





Up 5% - 10% in 
first three quarters, 
then sharp drop. 


Homebuilding up 
5%. 


Increase of 7% in 
first half, drop fo 
5% in last half. 


Income and spend- 
ing up 5%. 


Ample money, no 
change in interest 
rates. 





Down 6%-10%. 


Homes, roads up 
slightly, commercial 
down. 


Some gain in air- 
craft employment, 
other industries 
same. 


Income up slightly, 
spending up only 
2 % * 3 % * 


Ample for short- 
and long-term 
loans, interest rates 
down slightly. 





Same as 1960. 


Home and com- 
mercial building up 
10%. 


Down to 3%, but 
gains in steel and 
construction labor. 


Income and spend- 
ing up 3%-5%. 


Ample money, small 
decline in rates on 
short-term loans. 





Down 4%-5% due 
to decline in total 
receipts. 





Homebuilding up 
5% - 10%, roads 
up, commercial 
same as 1960. 





Up to 6%-7%, low- 
er in Oregon, Ari- 
zona, Nevada. 





Income up 2%-3%, 
spending up 1.5% 
for services. 





Ample for long-term 
loans, no change for 
short-term loans. 
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Outlook for 12 Key Industries 


Here are summaries of exclusive reports from experts in each field 


Automobiles 


Domestic car sales in 1961 will 
total about the same as this year 
——around 6.5-million. Sales of im- 
ported cars, which declined in 
1960, will be down even further 
next year, totaling about 325,000. 
Truck sales will remain about the 
same as in 1960. 


Chemicals 


Sales of chemicals and allied 
products which reached an all- 
time high this year may begin to 
flatten out in 1961 due to greater 
domestic and foreign competition. 
Next year may see some impor- 
tant price reductions to boost 
sales. 


Electronics 


The electronics industry is ex- 
pected to maintain its growth rate 
of about 10% a year, bringing 
sales in 1961 to $11-11.5-billion. 
Defense businese..will be up, in- 
dustrial and commercial stable, 
and consumer business stable or 
slightly lower. 
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Food and Beverages 


The food and nonalcoholic bev- 
erage industry is expected to gain 
between 4% and 6% in 1961. 
Sales were about $73-billion in 
1960. Biggest gain next year is 
expected in the frozen convenience 
(already cooked) foods. 


Motor-Vehicle Fleets 


Truck sales are expected to 
climb 5%-10% in 1961. Compacts 
will make a substantial dent in 
passenger-car fleets, but how much 
will depend largely on the resale 
market for compacts, which will 
be established for the first time 
next year. New bus sales will be 
slow. 


Oil Drilling, Production 


Holes drilled next year will to- 
tal roughly the same or slightly 
higher than this year’s 46,000. 
Drilling for gas will continue to 
be an increasingly important fac- 
tor. There will be continued em- 
phasis on cost cutting. Secondary 
recovery will play an increasingly 
greater role. 
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What's Ahead in Washington 


® Despite Kennedy's victory of 
Presidency, the Republicans 
made inroads in Congress 

®@ Congress is Democratic but 
moderate, providing restraint 


ASHINGTON in 1961 will have a new White 

House occupant, new cabinet officers with 
new policies, and some fresh faces in federal reg- 
ulatory agencies. 

Congress will remain much the same. Democrats 
maintain a solid majority in both houses, but Con- 
gress seldom acts strictly along party lines. The 
make-up is still moderate and middle-of-the-road. 

Despite Sen. John F. Kennedy’s victory in the 
Presidential race, the GOP managed to make some 
inroads in the Democratic Congress—negligible 
gains in the Senate, but a score of seats in the 
House. 

The effects of a “liberal” Democratic administra- 
tion will be offset, at least partially, by Congress, 
which will be reluctant to go along with any sweep- 
ing changes affecting the business climate, including 
oil marketing. Besides, on business matters, Ken- 
nedy is viewed by many as a moderate. Most of his 
program is aimed at public and social goals and the 
position of the U. S. in the world. The oil industry 
undoubtedly will feel the side effects of some of 
these programs—many of which will call for more 
money to finance them—but only a few of Ken- 
nedy’s proposals hit at the heart of business opera- 
tions. 

ere’s a rundown on how some key oil-market- 
ing issues will be affected. 

Minimum Wage—One of the new administra- 
tion’s first major efforts in Congress will be a drive 
for minimum-wage legislation and increased cover- 
age to service-station and jobber employes. 

A bill was almost approved last summer, but was 
hung up in the House rules committee. Early pas- 
sage of legislation is almost a certainty. 

The extent to which the higher minimum wage 
will affect oil marketers is unsure. There will be in- 
creased coverage, but the number of employees to be 
added must await a final decision in Congress. 
Much of the fight in last summer’s special session 
probably will be refought, with oil jobbers again 
trying to bar new overtime provisions. 

National Fuels Policy—Kennedy promised coal 
workers in West Virginia that he would support a 
national fuels policy. The big question remains, 
however: Would such a policy be shaped along the 
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President Kennedy will organize ‘liberal’ administration 


Vice president Johnson, speaker Rayburn will support oil 


lines sought by the coal industry? Although coal 
men have not specified those lines, some in the oil 
industry fear “end-use” controls—carving out sec- 
tions of the competitive market for coal, oil, gas, 
hydroelectric power, and nuclear energy. 

Coal lobbyists intend to push in Congress this 
year for creation of a special committee to study 
such a fuels policy. Coal men have made gains in 
recent sessions of Congress toward the study, and 
may be able to get passage this year. 

Roosevelt Bills—Rep. James Roosevelt (D., 
Calif.), re-elected for another two-year term, will 
continue his interest in oil marketing. But he has 
not indicated whether he will again hold public 
hearings. A brief investigation last year fell rather 
flat, and some of Roosevelt’s fellow members of the 
House small-business committee are not impressed 
with the record. 

Unless Roosevelt can build a strong case, Con- 
gress likely will refuse to take any action on his 
various oil marketing bills, including one to divorce 
TBA operations from oil-company suppliers. 

Pipeline Control—Chairman Emanuel Celler 
(D., N.Y.) hopes to get action this year on legisla- 
tion which would tighten control of oil pipelines 
by the Interstate Commerce Commission. He. ‘is 
counting on White House support to this end. 

S-11—-Sen. Estes Kefauver (D., Tenn.), back for 
another six-year term, still wants passage of his bill, 
S-11, designed to overturn the court interpretation 








MINIMUM WAGE 
Early passage is almost certain, but it’s un- 
sure how much oil marketers will hurt. 


S-11 
Kennedy has backed this bill in the past, 
and may give it a push this year. 


TAX DEDUCTIONS 
Deductions for business expenses may come 
up. Kennedy wants to close these and other 
‘loopholes.’ 


FAIR TRADE 
The active fair-trade lobby will be working 
hard again, but difficulties are still formi- 
dable. 





What Congress Will Do 


A moderate Congress will be reluctant to go along with any 
sweeping changes affecting the business climate, including 
oil marketing. Here's how key issues shape up: 


DIVORCEMENT 
None of Roosevelt’s oil-marketing bills is 
likely to get through, including one that 
would divorce TBA operations from oil- 
company suppliers. 


GASOLINE TAX 
Kennedy will probably seek extension of 
1¢-gal. tax expiring in mid-1961. 


DEPLETION 
With Johnson and Rayburn helping, oil’s 
27.5% rate is expected to remain. 
NATIONAL FUELS POLICY 


With Kennedy’s help, coal may get a fuels 
study and ‘end-use’ controls. 








(Begins on page 87) 

that “good faith” is a prima facie defense against 
charges of price discrimination. The bill has been 
fought for years by oil jobbers, major oil companies, 
and others. Kennedy has been a backer of the bill in 
the past, which will give the measure increased 
prestige during his administration. 


Campaign Money—Kefauver also begrudges the 
heavy campaign contributions which went into 
Tennessee in a vain effort to beat him for renomina- 
tion. Some of the contributions were “oil money” 
and may backlash on the donors. 


Fair Trade—tThe fair-trade lobby is expected to 
resume business in Washington during 1961, but 
probably will have a continued difficult time in con- 
vincing Congress of the need for such legislation. 
Bills for a federal fair-trade law will be pushed, 
however. 


Merger Notification—The Justice Dept. under 
the Kennedy administration is expected to seek 
some legislation which Republican antitrusters 
sought but failed to get, such as the requirement to 
notify the government of plans to merge before the 
merger is accomplished. The bill will have a better 
chance, being pushed by a Democratic administra- 
tion in a Democratic Congress. 


Fuels Tax—Kennedy may not ask for the extra 
federal motor-fuels tax which Congress last year 
refused to give the Eisenhower administration. But 
the new president will probably seek extension of 
the 1¢-per-gal. tax added in 1959 and due to expire 
in mid-1961. 


Depletion—Oil depletion will get some sort of a 
study, but not necessarily in Congress. Kennedy 


pledged such a study, but it could be conducted 
outside the House or Senate, perhaps by a special 
presidentially appointed committee or an adminis- 
tration group. 

With the influence of Lyndon B. Johnson in the 
vice-presidency and speaker Sam Rayburn (D., 
Tex.) in the House, the present 27.5% rate for oil 
and gas tax depletion is expected to remain. A sharp 
look may be taken at use of the depletion allowance 
in Overseas operations, however. 

Tax Deductions—Tax deductions for business 
expenses may become an issue in Congress soon. 
Kennedy wants to close these and other “loopholes.” 

Regulatory Agencies—With a moderate Con- 
gress still in the saddle, most potential threats 
business reside within the administration itsel# 
particularly in the federal regulatory agencies. 

Kennedy will gain political control of the Fed- 
eral Trade Commission. Two of its present mem- 
bers, including chairman Earl Kintner, are Eisen- 
hower appointees who have not been confirmed by 
the Senate. Kennedy can replace either of them with 
a Democrat and gain a 3-to-2 majority. 

Under a Democratic administration, FTC will be 
looking for price discrimination at least as rigor- 
ously as the Republicans did. Kennedy has re- 
ferred to the FTC as “close to my heart.” 


The Justice Dept.’s strong antitrust record will 
be equaled or surpassed by the Democrats. Rigid 
enforcement of the antitrust laws is a Kennedy goal. 
Robert A. Bicks, young and aggressive assistant 
attorney general for antitrust, will be out in Janu- 
ary—he’s a Republican appointee. But his suc- 
cessor is sure to be equally tough. 
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*,...AND DON’T FORGET THE WINDSHIELD!” 


THE BRIGHTER SIDE... 


Special service is what you give, and special service is 
what you get . . . when you are supplied by Ashland Oil 
& Refining Company. As the nation’s largest independ- 
ent supplier of petroleum products, Ashland Oil under- 
stands and regpects your independence. Here are just a 
few of the benefits you get from a working agreement 
with us: 


@ You get to do your job without interference. 
@ You get effective merchandising plans and selling tools. 


@ You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


For complete information on how Ashland’s sales pro- 
gram for independent marketers can benefit you . . . write, 
wire or phone us today! 


The Independent Supplier #t Independents 
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ASHLAND OIL & 
REFINING COMPANY 


Home Office: Ashland, Kentucky 
ALTON, ILL., 528 Henry Street-—BUFFALO, N. Y., 800 
Ellicott Square—-CHICAGO, ILL., 6 N. Michigan Avenue 
CINCINNATI, 0., 1402 Federal Reserve Bank Bldg — 
CLARKSVILLE, IND., 214 Center Street-—CLEVELAND, 0., 
Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 
0., P. 0. Box 210-—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street—NASHVILLE, TENN.,5 Main Street 


—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 
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Among the many advantages of Red Jacket 
RED JACKET MANUFACTURING COMPANY / 


dling in new bulk plants, airports, terminals or 
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They provide completely modern petroleu 
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Petroleum Equipment Division, 
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For complete information, contact factory or your nearest representative listed on page 18. 


Highways: 


The interstate highway program 

is running $12-billion short. The 
government must raise more money, 
stretch out the plan, or cut it 

back. Here’s the situation 


| pence decisions on the future of the 
mammoth interstate highway system will have 
to be made in 1961. 

The road-building program, one of the greatest 
public-works undertakings in history, was begun in 
1956. Lhe original plan called for a 41,000-mile 
highway network to be completed in 1972 and to 
be capable of handling the nation’s traffic needs as 
of 1975. So far, a iitue better than one-fifth of the 
system is open to traffic. 

A serious question has arisen: Can the program 
be completed on schedule? The main problem is 
that old bugaboo—money. 

If the road builders are to meet the 1972 targei 
date, the Democratic administration and the new 
Congress which take over in January will have to 
come up with an estimated $12-billion more than 
present firiancing. They thus must decide whether 
this extra money should be provided or whether 
the program is to be stretched out or cut back. 


What's Behind the Financial Crisis 


The financial crisis was brought on by two de- 
velopments: 

e The Bureau of Public Roads came up with a 
hasty estimate in 1956 that the program would cost 
$27.5-billion. Congress, basing its planning on this 
estimate, created a special highway trust fund to 
pay for the road system. The fund was financed by 
certain existing, increased, and new taxes on high- 
way users. But two years later, it was found that 
the total cost had been badly underestimated, and 
that construction costs had risen faster than antici- 
pated. The bureau revised its estimate upward in 
1958 to $37.5-billion. 

e Congress complicated the financial difficulties 
in the same year by using the highway program as 
an antirecession antidote. It suspended its order 
that the program be run on a pay-as-you-go basis 
and authorized a speedup in contract-letting to give 
the economy a shot in the arm. But it didn’t put ad- 
ditional money back into the kitty to pay for this 
until it raised the gasoline tax another penny a gal- 
lon last year. Next June 30, this extra tax is sup- 
posed to expire and be made up by shifting to the 
highway trust fund compensating revenues from 
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A Year of Great Decisions 


excise taxes on new cars, parts, and accessories. 
But the $12-billion deficit will remain. 


What Can Be Done? 


The Bureau of Public Roads will come up with 
two major reports in January which will have a 
bearing on the problem. 

e One is a new cost estimate. Advaees word is 
that it will not differ greatly from the $37.5-billion 
estimate of two years ago. 

e Another is a study of who benefits and to what 
extent from the new highway system. This will help 
Congress decide whether to make up some of the 
deficit by taxing industries that benefit indirectly 
from new highways—motels, restaurants, and per- 
haps even factories. 

At present, the highway cost is levied chiefly 
against direct beneficiaries through taxes on motor 
fuel, auto parts and accessories, tires; and through 
a manufacturer’s tax on trucks, buses, and trailers. 

Congress will also consider whether to abandon 
the pay-as-you-go principle and allow the trust 
fund to borrow money. 


President-elect John F. Kennedy has said he be- 
lieves the highway program may have to be stretched 
out by three years to 1975. He also has said it may 
be necessary to continue the extra-penny tax on 
gasoline beyond June 30, and that he favors financ- 
ing the program in the future on a shared basis— 
by general revenues and taxes on users. 


Where the System Stands Now 


Meanwhile the road-building program goes on. 
As of Sept. 30, 9,600 miles of the 41,000-mile sys- 
tem were open to traffic, and construction was un- 
der way on another 4,600 miles. But only 4,235 
miles had been built to meet 1975 traffic require- 
ments, the goal set by Congress; the remainder were 
constructed to meet today’s needs, and will require 
more work. 

Also only about half of the mileage open to traf- 
fic had been built under the federal-aid program. 
The remainder represented existing toll roads and 
highways financed by states prior to 1956, both of 
which have been incorporated into the new highway 
system. 


ae on Interstate Highway System 


as of September 30, 1960 





eee Plans ore being prepored or 
right of way is being acquired 
Construction is under way or completed 


Existing roods 
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This is all the equipment Meenan Oil uses to convert gas boilers to oil. It’s the key to. . . 


How to Swing Gas Users fo Oil 


Target area is 3,700 gas-heated homes in Levittown, N.J. The goal is 
1,000 conversions by next September. Here’s how the job is being done 


M EENAN Oi Co. is gunning for an 
oil-heat conversion market in 
Levittown, N. J., a giant development 
of 3,700 gas hot-water-heated homes. 
The developer, Bill Levitt, doesn’t 
think Bill Kenny, Meenan president, 
can achieve a year-end goal of 300 
conversions. A $1,000 bet is riding on 
it. 

So far Meenan seems to be doing 
well. In a gas-to-oil conversion cam- 
paign that started Sept. 6, Meenan Oil 
early last month could cite these 
accomplishments: 

e It had converted more than 200 
homes to oil from gas, and had 486 
solid leads left to work on. Conver- 
sion sales average six a day. 

e It was well on the way to meet- 
ing a year-end sales quota of 300 
conversions. 

e Public Service Electric and Gas 
Co., the utility furnishing natural gas 
to the area, seemed on the defensive 
in an advertisement war. 

Meenan hasn’t the slightest doubt it 
will sell 1,000 conversions by next 
Sept. 6. 


What Meenan’s After 


Each conversion will mean about 
1,200 gal. of oil a year to Meenan 
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Oil. But that’s not the only considera- 
tion. Here’s how Meenan looks at it: 

e “We can ‘save these homeowners 
real money,” says Kenny. He estimates 
oil will save homeowners 33% a year, 
conservatively. Estimated savings in 
test homes run higher (see chart 1). 

e “We want to show other jobbers 
they can go after oil accounts in gas 
areas if economics are on their side.” 

e “We want to show that you can 
get this business at a profit (chart 2). 
True, it’s not much of a profit, but 
it’s not a subsidy either,” says Kenny. 
It was costing Meenan $300 subsidy 
per home to replace gas jobs with 
new oil burner-boiler units until he 
found a way of replacing only the 
burner and using the original gas 
boiler. Meenan expects profits to go 
up some as installers become more 
expert in their work. 

e Although it wasn’t mentioned 
outright, Kenny is out to convince 
Levitt that people will buy oil heat. 
(Meenan serves Levittowns in New 
York and Pennsylvania, both all oil- 
heated.) Levitt plans to build 12,000- 
odd more homes in New Jersey’s 
Levittown. They’re slated for gas 
warm-air heat. Perhaps that can be 
changed. 


What's the Pitch 


Economy of operation is the big 
deal. “We can save them from $102 
to $176 a year,” says Kenny. “This, 
we feel, is of interest to homeowners. 
Like most people, they live on tight 
budgets.” 

Add safety, no down payment, no 
interest charge, no extra cost, plus a 
promise to do the job in eight hours, 
and it’s an oil-heat packagé hard to 
resist. 

“Remember,” Kenny points out, 
“these homes have been occupied an 
average of less than a year. Putting 
in oil to replace gas in a new house 
is a vital step for the homeowner.” 
Kenny says some oil conversions are 
going into homes before they’re oc- 
cupied. 

Meenan Oil sets up payment this 
way: “You pay us the same amount 
now going to the gas company.” That 
runs between $25-$30 a month. “You 
pay for your equipment from fuel 
savings. At the end of the year, we'll 
show you what you paid us, how 
much of it went for oil, and how 
much goes to retire the payments on 
the conversion.” Time needed to pay 
off the oil-heat equipment, Kenny 
says, is three to four years. 


NATIONAL PETROLEUM NEWS * December, 1960 





Salesmen use converted boiler mounted 
on trailer to show prospects how it works 


How Meenan Planned 


Planning started when Levitt de- 
cided to go to gas in his New Jersey 
project. It was stepped up about a 
year ago when the first homes were 
occupied. Here’s how planning was 
laid out: 

e Equipment—What’s_ the best 
that can be used? How much fuel will 
it save? Prove it. 

e Advertising—What media _ to 
use? How much to spend? What to 
talk about? Length of campaign? 
How about direct mail? 

e Sales—Will the regular crew 
do the work, or does it require others? 
How many? How to train? What to 
pay them? 

e Financing—What’s each job go- 
ing to cost? Should we use outside 
financing or do it ourselves? 

e Installation—How many men 
will be needed for how many differ- 
ent assignments to get the job done 
at the lowest possible cost, as fast as 


possible, and right? What kind of 
trucks? How many? 

Here’s how Meenan answered these 
questions. 

Equipment—When Levitt decided 
on gas, Meenan started to look for 
oil-heat conversion equipment. Iron 
Fireman’s Mark II unit, with a pres- 
surized flue setup (NPN—March ’59, 
pill), was coming on the market. 

To find out how good it was, 
Meenan installed five units in Levitt’s 
new homes. “Some Levittown, Pa., 
people,” Kenny says, “moved to New 
Jersey, and they knew they would be 
Satisfied with oil because they had 
been our accounts.” It was these com- 
plete units that cost Meenan $300 
subsidy each. Operation of these units 
was checked for economy of opera- 
tion (chart 1) and for efficiency, serv- 
ice-free operation. 

Next step was to do away with the 
$300 subsidy. A gas boiler taken 
from one house was sent to Iron Fire- 
man in Cleveland with instructions to 
develop a conversion burner for the 
boiler. Months later the conversion 
unit came back, was installed in the 
home of Meenan’s service manager, 
and was checked out. Results were 
cross-checked with the complete boil- 
er-burner units. Meenan Oil was 
satisfied. 

The conversion job consists of the 
Mark II burner, fuel unit, and com- 
bustion-flow fan; transformer, stack 
relay switch, Fibrapak combustion 
chamber, and smoke hood. The hood 
is a local product welded to the top 
of the gas boiler. The combustion- 
flow fan and fuel unit are attached. 

Other equipment—circulator, ther- 
mostat, aquastat, relief and feed 
valves—are part of the original gas 
job and are used for the oil-heat unit. 

Tanks of 280-gal. capacity are 
buried next to the house, usually near 
the driveway, since Levitt’s homes 
don’t have basements. 

Advertising—Meenan decided to 
use a daily and a weekly newspaper, 
budgeted $10,000 for a three-month 





Chart 1. How Meenan Figures Savings with Oi! Heat 


Account Degree Gas Cost 
Days on for This 
s Period 


House A 2,527 
House B 1,946 
House C 2,431 
House D 2,889 
House E 6,120 


Annual 
Gas 
Cost* 

$296.67 
309.43 
296.03 
324.74 
283.91 


$117.61 
94.45 
112.78 
147.09 
272.69 


Degree Oil Cost 
ae Nag 


2,634 
2,604 
2,484 
4,036 
3,674 


Annual Savings: 
for This Oil Oil over 
Period Cost* Gas 
$76.05 $171.15 $125.52 
78.06 199.86 109.57 
58.43 158.39 137.64 
96.58 152.48 172.26 
83.75 154.56 129.35 


% 
Saved 
with Oil 
42.3 
35.4 
46.5 
46.9 
45.6 


*Annual cost based on 6,380 degree days in 1958-59 heating season. Figured by dividing fuel 
cost by degree days in each case, then multiplying that unit cost (cost of fuel per 


degree day) by degree days in heating season. 
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Fuel Oil 


campaign ending this month. The 
campaign intends to (1) establish oil 
as a superior fuel, (2) play up rea 
sons why homeowners should convert, 
and (3) sell Meenan’s reputation and 
ability. 

Before any ads appeared, Meena. 
sent letters to all Levittowners telling 
them “Meenan Oil was coming to 
town to convince them oil heat was 
better than gas,” that “a remarkable 
innovation by Iron Fireman made an 
eight-hour changeover possible at no 
extra cost,” and that “homeowners 
can save thousands of dollars over 
the term of their mortgage by con- 
verting now.” Enclosed was a prepaid 
postcard to let Meenan know they 
were interested. 

The opening ad told Levittowners 
“there’s no fuel like an oil fuel... 
safe . . . dependable . . . economical 

. . available. . . .” Each point was 
explained. 

Later ads played up these ideas: 
Safety: “Oil is the safest fuel ever de- 
veloped. Unlike other fuels, oil can be 
ignited ONLY in your burner.” Econ- 
omy: “Oil heat cuts bills one-third. 
This has been confirmed by inde- 
pendent heating engineers and is be- 
ing proved right now in Levittown.” 
Exact savings of its five early gas-to- 
oil converts were given in detail. 

These homeowners were also used 
in testimonial ads deeper in the cam- 
paign. Sample copy: “In these days 
of high prices, a saving of more than 
33% on any item is worth talking 
about. When we converted, the main 
factor was greater safety—and purely 
from a housewife’s point of view— 
the cleanliness. But the fact that oil 
heat will give us more than $100 
extra to spend this year has really 
proved we made the right decision 
when we converted.” 

Meenan used ads and letters to tell 
how the campaign was going. Sample 
notice: “Meenan Oil sold 101 units 
in 17 days.” 

As the campaign progressed, two 
themes developed. One was: “For 
savings with safety, convert to oil to- 
day.” The other: “The truth is you 
pay much less to heat better with 
oil.” In direct mail, Meenan made 
use of OHI’s new booklet “Facts Gas 
Heat Can’t Answer.” 

Return of postcards in the direct- 
mail campaign gave Meenan its first 
leads. Subsequent direct-mail letters 
returned fewer postcards. “We no 
longer depend on reply cards for 
leads,” says Kenny. “Now it’s word- 
of-mouth advertising that brings in 
leads.” 

Public Service “woke up,” Kenny 
says, two weeks after the first ads 
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Fuel Oil 





Chart 2. Meenan’‘s Profit on Each Conversion 


fol h 





dunmeien 
Model 
$395.00 
384.93 


Selling price 
Tota! cost 


Cape Cod Rancher 
Model Model 


$575.00! $575.00! 
572.93 558.16 


Model 


$395.00 
353.22 





Profit 


$ 10.07 





$ 42.78 $ 2.07 $ 16.84 


Breakdown of Cost Per Conversion 


Total installation cost 
Includes tank installed 
Includes burner conversion 
Includes chimney, insulation 


Other costs 


Sales Commission4 
Service policy 
Permit fee 


$322.33 
73.89 
189.44 
50.00 


31.60 
30.00 
1.00 1.00 1.00 1.00 


$289.62 

73.89 

198.44 
17.298 


$495.93 

73.89 
372.042 

50.00 


$481.16 

73.89 
357.272 

50.00 


31.60 
30.00 


46.00 
30.00 


46.00 
30.00 


Includes boiler relocation cost. Necessary in these models to conform to chimney re- 
quirements. Boiler in other models may be moved if homeowner wants full closet 


Space for storage. 


2 Includes added cost of boiler relocation, including necessary piping. 
Includes cost of insulation around Type B vent. Other models require Type A vents. 


All commissions are 8%. 





appeared. It tried to slow down the 
oil push by advising homeowners 
“never to sign a contract without 
looking into it,” that “any proposition 
sounds good if you only hear one side 
of the story.” Its ads mentioned gas- 
heat benefits but were silent on econ- 
omy and safety. 

All these points were turned into 
arguments for oil heat. “We certainly 
wanted homeowners to look into our 
plan before they signed,” says Kenny. 
“We are glad to hear gas say that 
there are two sides to every question. 
We lost no time in explaining ours. 
Our men praised the gas ads but 
pointed out that they didn’t say any- 
thing about economy or safety.” 

A lot of steam went out of Public 
Service’s fight when a Windsor, Ont. 
gas blast killed several people, dram- 
atizing Meenan’s safety pitch. When 
Public Service ran a large ad ex- 
plaining higher rates for gas and elec- 
tricity, Meenan’s economy story was 
bolstered. 

Financing—Meenan decided to fi- 
nance capital expenditure. By doing 
so, it could promote conversion sales 
on a “no-added-cost” basis. 

Sales Crews—Selling conversions is 
a specialty job, Meenan thinks, so it 
hired specialty salesman, men who 
had sold vacuum cleaners, life insur- 
ance, storm windows door to door. 
Meenan interviewed more than 40 to 
select a crew of six. They’re not ring- 
ing bells yet because they have enough 
leads to work on. 

“We didn’t want heating salesmen,” 
Kenny says. Men were trained on 
conversion. They were paid $100 
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a week during training, and now draw 
$100 weekly against 8% sales com- 
mission. 

To clinch a sale, salesmen use a 
conversion unit mounted on a trailer. 

Salesmen work afternoons, nights 
and Saturdays. 

Installation Crews—Meenan went 
to outsiders—plumbers and steamfit- 
ters—for this work. The full crew 
consists of 30 men and five trucks on 
this breakdown: 


e Tank Installers: 12 men in a 


CONVERTING TO OIL! 
MEENAN OIL SOLD 101 
Oll UNITS IN 17 DAYS! 


bed wad 
1 the ole enaet ere Ct awe Ofte! arte ot Noy ect 





Whee yan emmnert 86 oll pow will conse tha tiamaties 
2 SRNENES OF UF TO Hino men VERe Om HOUR FUR BAS, 
2M SARS) Tome ROT oer TUNED 
3 MmSORUTELY Cukkn A Ura 
2 A COMPLETE SUREIIA NON OF SemDNE AND SOOT 
1A GWAES, vgea rion ren sume 
2.00 “Sameer cone oF Hay 
7 60 ERR WARRANTY FOR FARTS AD AOC 


FoR 
“SAVINGS ... with SAFETY” 


Convert to Oil Today! 


MEENAN OIL CO. OF N. J. 





In full-page newspaper ads, Meenan uses 
bandwagon technique to keep sales going 


crew; one foreman with a truck, one 
man with his own truck to delivery 
tanks and fittings and remove dirt. 
Two five-man teams, each installing a 
tank a day and running necessary 
lines up to the boiler. They work one 
day ahead of the boiler crew. 

e Burner Installers: Four one- 
man crews do only conversion work, 
each doing one job a day. Eight 
others (four two-men crews) handle 
boiler relocation work on a basis of 
one job a day per crew. Work in- 
cludes extension of hot-water pipes 
from house to boiler. 

e Chimney and Finishing Crews 
—Two two-man crews install Type A 
vents where needed, put in insulation 
around boiler and smokepipe and 
around Type B vents where needed, 
insulate boiler jacket, and spray-paint 
the boiler. Burner installers and chim- 
ney crews work under the same 
foreman. 

e Warehouse—One man _ orders 
materials, checks it in an out of stock, 
keeps running inventory, and assem- 
bles boilers for relocation. It took two 
days to relocate a boiler until Meenan 
preassembled boilers at warehouse. 
Now it’s a day’s job. 

e Delivery—One man with truck 
picks up materials from suppliers, de- 
livers to warehouse, picks up materials 
from warehouse, delivers to job site, 
and picks up men at work. 

All crews work six days a week. 


Red-Tape Fight 


Meenan planned initially to install 
Mark II units and connect them to 
gas-type vents. Thirty-six such jobs 
were put in before it ran afoul of 
municipal red tape. 

Mark II maker says burner can be 
vented through a pipe and can use 
gas-type vent since stack temperature 
is 100 deg. below limits set for gas. 

“We checked local codes,” Kenny 
says, “and there was nothing to say we 
could not use gas-type vents.” 

First the township’s solicitor wanted 
Meenan to get permits. “So we got 
permits,” Kenny says. “Then we were 
told each job would have to be okay- 
ed by fire underwriters. The town 
woudn’t approve applications unless 
this was done.” 

In talking to fire underwriters, 
Kenny says, Meenan had to make a 
choice: (1) stop conversions and fight 
it out in the courts, or (2) compro- 
mise and continue the conversions. 
“We decided to compromise.” 

In one type of house, Meenan uses 
existing Type B vents with insulation. 
In other homes, where boilers are in- 
stalled in attached garages, Type A 
vents are used. @ 
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GORMAN-RUPP PUMPS 
DO THE TRANSFER JOBS FOR MARATHON 


At Ohio Oil Company’s bulk storage plant for Marathon 
products in Ashland, Ohio, these Gorman-Rupp “O” 
Series Pumps deliver the goods on three vital assign- 
ments: 

1) Transfer Marathon petroleum products from trans- 
port trucks to above-ground storage tanks. 2) Pump 
from storage into the transports that deliver the com- 
pany’s products to Marathon service stations or rural 
users. 3) Load the tank wagons that serve consumers of 
Marafuel home-heating oils in the area. 

Wherever you put Gorman-Rupp Petroleum Han- 
dling Pumps on the line, you can count on championship 
performance. Good reasons why! They’re self-priming. 
No check valve. Straight-in suction. Increased priming 
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pancea,Y & 
NO SMOKING. 

CHES OR 
Ben LIGHTS 


lift. Simpler design, and only one moving part. 

These exclusive features are proved by more than 
eleven years in world-wide service. On your job, you’ll 
find they add up to increased pumping efficiency, greater 
safety, ability to stay on the line, and far less down- 
time and maintenance over the years. 

How about seeing your Gorman-Rupp Distributor, 
or write us direct for any data or engineering service. 


THE GORMAN -RUPP COMPANY 


305 Bowman Street, Mansfield, Ohio 


GORMAN-RUPP OF CANADA, LTD 
St. Thomas, Ontario 








5 U.S. GALLONS 


THE POPULAR DOME-TOP UTILITY CAN 
Continental’s famous Handi-Can® has double- 
seamed top and bottom with a ribbed top for 
SASOLINE added strength. Easy to carry welded-on bail 
: handle with hand-fitting wood grip. 2% and 
5 gallon sizes. 


Cc CONTINENTAL CAN COMPANY 
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BOD THE HI-STACKER®WITH REVERSIBLE SPOUT 
: Saves time, space, filling and shipping costs. 


ping and storage, spout is inverted. To pour, 
just reverse spout for fast, smooth dispensing. 


ee fg No re-shipping cartons required. During ship- 
Basou' 
me, 2% and 5 gallon sizes. 


Eastern Division: 100 E. 42nd St., New York 17 

Central Division: 135 S. LaSalle St., Chicago 3 

Pacific Division: Russ Building, San Francisco 4 

Canadian Division: 790 Bay St., Toronto 1 

Cuban Office: Apartado 1709, Havana, Cuba 1 
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ONE YEAR’S SALES surround Sun dealer Ted Delaney, It’s this variety and 
volume that make service stations a $16.8-billion annual business. Delaney sold: 
408,000 gal. of motor fuel, 243 tires, 


batteries, 25 radiator hoses, 


up $135,866 in sales last year. 


THE NEW “FAMILY” of Humble 
credit cards differs only in the brand 
name printed in the oval. The top 
color band and the name of the divi- 
sion in the blue oval are in red. Hap- 
py’s head is yellow, and the other 
lettering blue. An embossed “bar 
code” is spotted between the mo- 
torist’s name and account number. 
This will be used later in connection 
with an optical scanning device that 
will automatically punch the custom- 
er’s account number into the sales 
ticket. 


17,112 qt. of motor oil, 
24 headlights, 1,000 cartons of cigarettes, 6,408 
bottles of soft drinks, and 25 feet of radiator hose. Sun sees Delaney as “an 
above average but not exceptional dealer.” His Walpole, Mass., station rang 


Merchandising 





‘Gas’ Sales Contest 


IN AN EFFORT to boost declining 
premium gasoline sales, Tidewater’s 
Eastern division has kicked off a se- 
ries of “horseraces” among dealers, 
salesmen, and sales managers. 

Dealers will compete within each 
territory; an award of so many prize 
points goes to the winner of the 
“Ratio Romp.” The winner is the 
dealer who shows the greatest in- 
crease in the ratio of Super Extra 
sales for September, October, and 
November compared with the same 
period in 1959. 

Territory winners enter the “Dis- 
trict Derby.” District winners enter 
the “Flying A Bermuda Handicap.” 
Ties are broken by comparing the 
sales increase for total volume sales. 

An all-expense tour of Bermuda is 
the grand prize. Runners up have a 
choice of awards ranging from bill- 
folds to cabin cruisers, the amount of 
points determining the size of the 
prize. 

Salesmen and sales managers com- 
pete on similar basis, with an all-ex- 
pense tour of Jamaica as the grand 
division prize. 








288 flashlight 


Fi fh RH 14 ENT 


KING-SIZE BILLBOARDS are being erected by Humble on the principal 
Southwestern highways. Six times the size of a standard billboard the new signs 
are 83 ft. long, 32 ft high. The agency is McCann Erickson. 


GIANT UMBRELLA is offered 
to marketers as an “attractive, 
economical service-station instal- 
lation.” Made of nylon on an 
aluminum frame, it’s priced at 
$595 by Henry L. Geddie, Fort 
Worth, Tex. Manufacturer also 
supplies pre-fab building in 
background, complete with wir- 
ing and plumbing. 
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Texas Company Will Issue 
Points Instead of Stamps 


A NEWLY FORMED trading-stamp 
company in Dallas will offer “points” 
instead of stamps. American Premium 
System will begin operations in Okla- 
homa and Texas early next year; its 
eventual goal is to go nationwide. 
A data-processing system will auto- 
matically total up points for each par- 
ticipating customer. When the total 
reaches 1,500, a “premium check” 
will be sent to the customer. This 


can be cashed for merchandise, rec- 
reation, or amusement with each par- 
ticipating firm. 

Customers will be issued a card 
similar to other credit cards. When 
this card is presented at the point of 
purchase, the customer’s account will 
be credited with so many points. 

The company is currently trying to 
recruit service stations to participate 
in the program. 





Merchandising Memos .. . 





International Salt Co. is launch- 
ing its winter ad campaign for 
Sterling Halite Melting Crystals. 
The program includes _ radio 
weather forecasts and billboards, 
plus point-of-purchase material for 
service stations. 


Purolator is selling dealers an 
electric shoeshiner for $8.95 with 
the purchase of twelve Purolator 
filters. The idea is that the deal- 
ers can use the shiner as a service 
to get customers out of their cars. 


Standard of Indiana recently ran 
a four-page rotogravure insert in 
the Chicago Sunday Tribune to 
tell the details of its budget plan 
for heating-oil and burner-service. 
The insert marked the beginning 
of the fall ad campaign. 





>As Mobil repaints its truck tanks, 
markings are being simplified to 
just the word “Mobil.” This ties in 
with simplification of the company 
emblem in stations, also eliminates 
confusion when one truck is used 
to carry several products. 


Pennzoil is packaging two cans of 
motor oil in a “reflector” carton. 
The carton is striped with special 
ink that reflects auto headlights, 
making it useful as an emergency 
signal for disabled cars. 


>The second annual contest to 
name a “Miss International LP- 
Gas” has been started. In Febru- 
ary, regional finalists will compete 
for the title, $1,000, and a free 
trip to Chicago. 











Sign of swell service 
: PHILLIPS 





Drive-in® 


SAY 











NO, ITS NOT A WOOLWORTH 
AD. This busy six-column spot in the 
San Francisco Examiner plugs the 
diversified line at Regal Service Sta- 
tions. This includes china, basketball 
shoes, rope—all with a free Cadillac 
raffle every other Thursday. 


Sponsorship Notes 


»Texaco has renewed its full spon- 
sorship of the award-winning “Hunt- 
ley-Brinkley Report.” The television 
show is carried over 150 NBC sta- 
tions. 


»Kerr-McGee renewed sponsorship 
of the Bud Wilkinson Show. Seen in 
Oklahoma and Texas, the telecasts 
present comments on coming and 
past Sooner games. 


Union Oil will pay part of the bill 
for televising the 1961 baseball 
games of the Spokane Indians. 


>Humble will pick up the tab for 
radio broadcasts of Interscholastic 
League high-school basketball games 
in 1961. 





PHILLIPS PETROLEUM’s push for the woman motorist market is being 
stepped up in outdoor media after a survey showed high female readership of 
billboards. The campaign is part of the company’s “Service, Cleanliness, Courtesy” 
drive directed at the fast-increasing number of women service-station customers. 


>DX Sunray has celebrated — the 
500th broadcast of its “Farm Informa- 
tion Center.” Presented three times 
weekly, the radio program covers the 
16-state DX market. 
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WEAVER LIFTS THAT CAN HANDLE ANY CARY 


Bee eaaan eae ae aaa eee ee aaa eRe a eae ae ee ae Baa a ae a aaa ee ee 


Famous WEAVER rwin POST LIFT 


Has never been obsoleted 
by changes in car design 


The newest and the oldest cars on the road can be 

handled with speed and ease with a Weaver EC-102 

Twin Post Lift. It adjusts to desired wheelbase in 

seconds . . . lifts cars at outer ends of front lower 

control: arms for completely relaxed front end sus- 

pension. With a Weaver Twin Post Lift mechanics 

can work faster, more efficiently, service more cars in 

a shorter time. There are no rails to hamper under- 

chassis work. Weaver Twin Post Lifts are available 

for every type of station—four sizes, eight models to 

provide a full range of lifting capacities. Ask us for OLDER MODELS CAN BE MODERNIZED 
Any model Weaver Twin Post Lift, 


Bulletin NP 457. regardless of age, can be up-dated to 
handle current model cars with current 
production saddles and adjustable 
adapters, or conversion packages. 
Write us for details, giving lift model 
number and wheelbase capacity. 


on on a ee oe oe ee ee ee a ee ee ee em a a = oi as am ae ee 


ow WEAVER swiver 


SINGLE POST FRAME LIFT 


Requires minimum 
space—low in cost 


Acombination of compactness and versatility 
at low cost makes the new Weaver Swivel 
Arm Single Post Frame Lift ideal for many 
service stations. Because of the flexibility 
of its design, any American or foreign car or 
light pick-up truck can be raised at the 
chassis pick-up points recommended by the Lk at EE 5. 
vehicle manufacturer. Pd om ales a 

Long-reach, reinforced lifting arms eA 7 Springfield, Il., U. S. A. 
swivel from a narrow, one-piece all-welded 
center section of extra-strength solid steel. 
They swing easily to under-chassis lifting A COMPLETE LINE—AND NO ONE BUILDS IT BETTER THAN WEAVER 
points. Built-in, movable adapters can be SERVICE SHOP 
adjusted to four height positions. No ® EQUIPMENT 
attachments are needed. 

Available in both full- or semi-hydraulic 
models. Write us for Bulletin NP 842. 























DC OVER 50 YEARS SERVING THE 
AUTOMOTIVE SERVICE INDUSTRY 





Complete Weaver line includes: Twin Post* Lifts ¢ Triple Post Lifts* « Frame Type, Roll-On and Free- 

Wheel Single Post Lifts e Unit Lifts « Bumper Jacks ¢ Car Washers « Wheel Alignment Equipment « 

Headlight Testers e Brake Testers « Wheel Balancing Equipment « Jacks ¢ Wheel Dollies ¢ and Air 
Compressors (*Registered Trademarks) 
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Third in an NPN series 


on new pricing methods... 


What Esso's Area Pricing System 


>» How Esso’s plan works, why it's controversial 


Special report begins on this page 


» What top Esso officials say about the plan 


Exclusive NPN interview begins on page 105 


>» Why area pricing is a hot concept today 


N THE CAROLINAS, traditional scene of bitter 
I price wars, there’s a feeling of stability today. 
Many marketers believe Esso Stindard Oil’s area 
pricing system is the reason. 
~ Formalized last summer by Esso’s divisional 
management, the plan extends price moves over 
broad zones around trading areas. It’s a variant 





What Area Pricing Is All About 


ESSO’S CAROLINA PLAN is one form of area 
pricing, an old system that’s getting renewed 
attention today. Here are some nutshell facts 
about it: 

How It Works—Price changes are made over 
a broad area, ranging from a metropolis to an 
entire state. This deters price-cutting because 
of the extensiveness of the repercussions. 


Who’s Doing It—Mobil Oil Co. introduced 
the idea in New England a year ago, and is 
now using it in New York State and Puget 
Sound as well (see special report in last month’s 
NPN). Esso Standard uses it in the Carolinas. 
Indiana Standard uses its own method in Wis- 
consin and Michigan. Ohio Standard uses it in 
Ohio, under different circumstances. Essentially, 
it’s the principle involved in state fair-trading in 
Connecticut and New Jersey (one statewide 
price) and Pennsylvania (two prices statewide). 


How the Plans Differ—Mobil’s plan dealer 
aid; the others employ it, and not specifically 
described as such. Criteria for drawing boundar- 
ies vary from company to company. The plans 
used by Mobil, Esso and Indiana are essentially 
wholesale plans; Ohio’s revolves around use of 
company-operated retail stations, and the fair- 
trade systems are pegged to a legally registered 
retail price. 


How Legal Is It?—Oil lawyers say that a 
wide-area system eliminating allowances, or 
granting them broadly, comes as close as any 


to satisfying completely the requirements of the 
Robinson-Patman Act. 











Special analysis begins on page 104 


of the controversial plan being used by Mobil Oil 
in the Northeast and Northwest (NPN—Nov. p98). 
But it has important differences, and it’s even more 
controversial. 


Other majors are using similar systems on a 
smaller scale (see box at left). There’s a growing 
belief that all these experiments could be a dress 
rehearsal for area pricing on a much wider basis. 

Esso’s plan has these big features: 

@ It operates over large multicounty zones (14 
in North Carolina, eight in South Carolina). 


e@ It employs a “realistically low” tank-wagon 
price, which can, in effect, be discounted; but dis- 
counts apply in the whole pricing zone. 

@ Price levels in bordering zones are kept with- 
in 1¢ of each other. A price drop in one zone is 
“feathered out” through adjacent zones in gradua- 
tions of 1¢ or less. 


The plan’s objectives seem to be these: 

@ To help Esso marketers develop more stable, 
profitable business. When price response is broad- 
ened over a wider area, reductions and voluntary 
allowances become proportionately more expensive 
for established suppliers, and stability is enhanced. 

@ To eliminate the cost and complexity of dealer 
aid administered on a local, small-area basis. 

e@ To minimize gallonage drainage from normal 
markets into depressed markets. 

e@ To help stop cross-hauling of product from 
low-price to high-price areas. This has been a par- 
ticular problem in North Carolina (NPN—May 
p87). 

Neither the principle nor the local application 
of Esso’s plan is new. Says a company executive, 
“We had it in the Carolinas once before, two or 
three years ago. We gave it up because it wasn’t 
very effective. What’s good today may not be good 
tomorrow—and vice versa.” 

On balance, Esso’s plan seems to be good today. 
Carolina marketers agree that since its inception 
last winter, the region has had its most stable 
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Is Doing to the Carolinas 


period in many years. At the moment, there are no 
true price wars in either state. Most major dealers 
this fall were posting the historic normal price of 
31.9¢ gal. (inc. 11¢ tax) for regular, despite con- 
tinuing sharp competition from private brands. The 
only weakness was in parts of the Piedmont area 
(see map, next page) where major mode price was 
running 1¢-2¢ below normal. 

Esso recognized this weakness in six of its pric- 
ing areas at various times, reducing its area-wide 
“price to dealers”—but not the tank-wagon price 
—by 0.8¢ to 1.6¢. Other suppliers met these reduc- 
tions with voluntary allowances throughout the af- 
fected areas. Under the usual “share-the-loss” 
system, jobbers absorbed part of the cost. This 
drew bitter complaints from jobbers operating out- 
side weak-price markets, who said they were having 
to foot part of an area-wide bill for price troubles 
that were none of their doing. 


That’s what most of the controversy over Esso’s 
plan is about. Some of the North Carolina jobbers 
who oppose it admit it has brought stability, but 
are apprehensive about its long-term affect on their 
margins. Others aren’t convinced that the plan has 
anything to do with the Carolinas’ recent stability. 
Still others just don’t think it will last. 

That question, of course, is the big one for the 
majority of Carolina marketers who believe in the 
plan. An Esso man predicts the big test will come 
in a few months—if the winter is cold enough. 

He figures it this way. If the winter is cold, 
heating-oil demand will be high and distillate runs 
at refineries will increase. That will add to gasoline 
stocks, possibly glut the market and start a rash 
of price wars next spring and summer. If the Esso 
plan holds up then, he says, it will have proved 
itself. And if that’s the case, Esso may well extend 
the plan throughout much of its 18-state area. 


What the Competition Says 


Despite the jobber opposition, most of Esso’s 
competitors think the plan is a good one, at least 
relatively. Some would like to see it extended, 
some wouldn’t. 

“We support it wherever we can,” says the 
marketing vice president of one of the biggest 
majors. “Seems to me it’s a good thing because 





This is part three in an NPN series on pricing. 
Part one, on new factors in pricing, appeared in 
April (p155); part two, on Mobil Oil Co.’s wide- 
area plan in the Northeast and Northwest, appeared 
in November (p98). 
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How Esso’s Carolina Areas Are Set Up 
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Esso trading areas average 70 miles across. Price moves 
are made area-wide; areas are kept within 1¢ of each 
other. (Unofficial map is based on field information) 


it has given some stability. However, the buffer 
zone problem hasn’t been solved.” 

“Area pricing is a good thing,” says a price 
analyst at the same company. “But there are so 
many factors it’s hard to hit on anything that will 
work effectively everywhere. I haven’t seen any- 
thing yet that’s a cure-all.” 

“This is a pretty drastic approach,” says a major- 
company Southeastern division manager. “But it 
seems to work. If it has a fault it is that the in- 
dependents can get pretty far below the major price. 
You're looking at a hell of a lot of revenue when 
a two-state area goes down. 

“One good thing is that Esso Standard have 
looked at a realistic price—it hasn’t been full of 
water, so to speak.” 

Another division manager says, “I’m for it. It 
prevents cross-hauling; there’s very little, if any, 
going on. It has stabilized the market considerably. 
For us, netbacks still aren’t good, but they’re better. 
And the plan has cut our voluntary allowance 
payout 50%.” 

A third division manager says, “The effect has 
been very, very much healthier. It does get a little 
tough for a jobbing operation, such as we are. The 
jobbers are caught in the bite, and it might trap a 
fellow into reduced margins through no doing of 
his own. Jobbers don’t like it, that’s for sure.” 

Actually, some jobbers do favor the plan. Those 
who operate inside depressed areas, for example, 





“This is a pretty drastic approach,” says a 


(Begins on page 100) 

are no worse off than before; in fact, they’re getting 
longer margins than they did in the days of vicious 
price battling. Again, jobbers far outside the de- 
pressed-area zones aren’t affected by the plan. And 
at least one jobber who is affected still thinks it’s 
a good plan. 

“Up to now, it has helped more than it has 
hurt,” says this distributor. “These rascals who com- 
plain the worst tear down the market the worst. 
Those who want higher margins are doing the most 
to lose or give away their margins.” 

But most of the jobbers who complain think 
they have a legitimate beef. They acknowledge that 
the plan has been good on a statewide level, but 
they resent being drawn into a dealer-aid situation 
not related to their own markets. In fact, they 
don’t see why the situation should exist at all. 
Let’s take a look at it. 


How the Plan Is Working 


You get a better picture of the North Carolina 
controversy when you see it against the background 
of the Esso plan’s development in both states. Close- 
ups of key markets in these states appear below; 
briefly, here’s what’s been happening: 

South Carolina—Stable when the Esso plan went 
in, the state’s markets have generally remained so. 
Only one area, near the North Carolina border, 


has been a real trouble spot. At present, the state 
has no price wars and no voluntary allowances. 

North Carolina—aAt the time the Esso plan was 
introduced, some markets were disrupted follow- 
ing the collapse of fair trade (NPN—Jan., p19). 
Under the plan—or simultaneous with it—came 
“the most stable six-month period in years,” as one 
marketer puts it. Major prices leveled off statewide 
with a tank-wagon of 15.0¢ gal. for regular. On 
July 6 Esso raised its tank-wagon price to 15.8¢. 
This lasted until Aug. 16, when Esso lowered 
its “price to dealers’—but not its tank-wagon post- 
ing—to 15.1¢ in Raleigh and 15.0¢ in Asheboro 
and Greensboro. Esso said its move “reflect[ed] 
competitive activities of Sun Oil Co.,” which has 
a 1¢-above-the-independents policy in some areas. 
Esso, whose gasoline operation in North Carolina 
is largely direct, was in effect splitting a 1¢ re- 
duction on an 80-20 basis with its dealers. 

To meet the lower price, competing suppliers 
put in a voluntary allowance of 0.8¢ to all dealers 
within the.three Esso zones. By usual contrac- 
tual agreements, almost all suppliers absorbed 70% 
of this allowance; their jobbers absorbed 30%. 
Most jobbers in North Carolina operate on a mar- 
gin of 3.25¢ gal. for regular, so their share of the 
reduction came to 0.24¢ gal.* 


*Exceptions: American Oil jobbers, who reportedly re- 
ceive 3.25¢ gal. but take only 20%-25% of a drop below 





How the Esso Plan Looks in Action: Reports 


PRICE TROUBLE in the Carolinas 
is centered in the Piedmont area, 
an industrialized, thickly settled belt 
studded with half a dozen major 
cities and numerous smaller ones. 

Along this belt, running north- 
east from. upstate South Carolina, 
is a complex of highways — 29, 21, 
49, 70, 64, (see map at right). Often, 
they are the conductors of the region’s 
price wars, which spread along them 
from city to city. The effect is like 
a Chinese firecracker on the Fourth 
of July. A price explosion in Char- 
lotte, for example, may spread south- 
east through Gastonia to Gaffney, 
S.C., almost 50 miles. Or it may 
sweep the long northeastern route, 
taking Concord, Salisbury, Lexington, 
High Point, Greensboro and Burling- 
ton in its path — a swath more than 
100 miles long. 

To combat this type of price war, 
suppliers _ have long administered 
dealer aid on a spot basis. Area 
marketers agree that this has led to 
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Piedmont-area price wars fan out on major highways (shown in green). Esso pricing 
areas affected (shown in white) are Charlotte, Asheboro, Hickory, Rock Hill, Greens- 
boro, Raleigh. Price weakness centers in Charlotte area. Numbers refer to text 


the most part. Now conditions are 
changing, they say: under the Esso 
area plan, price depression is shallower 
but more widespread. Some mar- 


deeply depressed markets in the 
Piedmont — frequently 4¢-5¢ gal. 
below the rest of the Carolinas — but 
has kept price battling localized, for 
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Jobbers operating outside the perimeter of the 
original price disturbance, but within one of the 
broad Esso zones, were thus affected by the exten- 
sion of voluntary allowances. They blamed the 
Esso plan, in some cases, for spreading price 
disturbance into hitherto stable trading areas. In 
other cases, they found themselves paying 0.24¢ gal. 
to dealers who pocketed the allowance but con- 
tinued to post a higher price. 

As the weeks passed, opposition increased. Why, 
jobbers asked, didn’t Esso recognize the “sub- 
normal” price as normal after it had prevailed 
more than two months, and adjust its tank-wagon 
price accordingly? (Presumably, other suppliers 
would have followed, eliminating the voluntary 
allowances and restoring jobbers to full margins.) 


In early October, members of the North Carolina 
Oil Jobbers Asn. directed their counsel to study 
the legality of the system being used by Esso. So 
far, no conclusions have been announced by the 
association. 


Meanwhile (Nov. 4), Esso reduced its price to 
dealers 0.8¢ in the Charlotte and Rock Hill areas. 
Local marketers said the changes met a condition 


normal; Esso’s few (less than half a dozen) gasoline job- 
bers, who reportedly receive a 2.5¢ gal. margin. The Esso 
jobbers did not share in the 0.8¢ reduction, since Esso 
did not class it as a voluntary allowance. 


Special Report 





division manager. “But it seems to work.’”’ 


caused largely by a “game of inventory apprecia- 
tion” being played by a branded distributor and a 
commission agent in the Charlotte area. 

Then, on Nov. 15, Esso eliminated its reductions 
in Raleigh, Greensboro and Asheboro. This lasted 
until Nov. 21, when the Charlotte price dropped 
another 0.8¢. To keep adjacent areas within 1¢ 
of each other, 0.8¢ cuts were made in Raleigh, 
Greensboro, Asheboro and previously unaffected 
Hickory. This was “feathering-out” in action. 


New Market Patterns 


After six months of the Esso plan, marketers 
in the Carolinas agree that market dynamics there 
are changing. Here are some of the factors. 


Major Leadership—Because wide areas make 
spot price action so expensive, majors with exten- 
sive representation must virtually ignore the smaller 
marketers. In the Carolinas, that’s about everyone 
but Esso, Gulf, Texas, Shell, Sinclair. With these 
giants holding the price line, a new element of 
stability appears. 

Mom-Pop Quarantine—Another effect of the 
plan is to quarantine the numerous “Mom ’n’ Pop” 
(storefront or garage) stations that once were a 
volatile factor in starting local price wars. In 
North Carolina there are some 13,750 gasoline 
outlets, only 5,200 of them conventional service 
stations deriving 50% of their income from sales 





From Three Significant Carolina Markets 


keters complain that the plan actually 
spreads price disturbances. But in 
other instances, it has probably con- 
tained them. 

Examples of both situations can be 
found in three marginal markets: 


Gaffney, S.C. Price flurrying in 

Gastonia, N.C., spread southwest 

on Rte. 29 to Gaffney this fall. 
Marketers there say the battling went 
back and forth between Sun Oil Co. 
commission stations and area inde- 
pendents. Eventually, the independ- 
ents ‘price reached 6¢ below major 
postings, but the majors “just sat 
there.” Under the Esso plan, they 
feared, a sharp price drop would 
“break” North and South Carolina 
(because Esso “feathers out” price 
drops into bordering zones). 

Major dealers in Gaffney proceeded 
to close their stations, and stayed 
closed for more than a week. Then 
the independents, bleeding too badly 
themselves, raised their prices again. 


Marketers say the passive resistance 
left a lot of 3¢ differentials, but 
agree it may have prevented a mam- 
moth statewide disturbance. 


Winston-Salem, N. C. North 

Carolina’s third biggest city, 

Winston-Salem lies some 15 miles 
away from Rte. 29, the scene of 
most of the state’s price skirmishes. 
Because of this distance, it has been 
relatively immune to price disturb- 
ances. ' 

Under Esso’s zoning, however, 
Winston-Salem falls within the same 
zone as Greensboro, High Point and 
other price-beleaguered cities on Rte. 
29. Esso’s object may have been to 
make it costly for a marketer with 
outlets in Winston-Salem to cut prices 
in Greensboro. And that’s how it’s 
working out. 

But when Esso dropped its zone 
price 0.8¢ last summer, competing 
jobbers who market only in Winston- 
Salem yowled. Because their suppliers 
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granted voluntary allowances to meet 
the reduction, the jobbers wound up 
sharing part of the reduction. “We're 
paying for something that’s not of our 
doing,” ran the complaints. 


Durham, N.C. Although the out- 

skirts of Raleigh and Durham are 

little more than 10 miles apart, 
price battling in the area can some- 
times be confined to one city. Under 
Esso’s plan, however, both are in the 
same zone. As a result, a Raleigh 
price disturbance this summer carried 
to Durham. 

Some Durham jobbers _ gained 
volume — suddenly, an 0.8¢ reduc- 
tion had made them competitive with 
surrounding areas, which are nearer 
to water or pipeline terminals, 

Others on the fringes of Raleigh- 
Durham zone, on the other hand, are 
upset. They report that dealers there 
are not lowering postings. “They are 
getting the allowance and we are 
paying for it,” moans one. 
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(Begins on page 100) 

of oil products. The rest drain off a formidable 
gallonage, collectively; individually, with their lower 
overhead, they often hover a penny below the mar- 
ket. Before the Esso plan, this touched off subsidies 
and consequently price wars. Now the Esso plan 
strongly deters meeting this competition. 

Private-Brand Inroads—To some extent, the sta- 
bility brought by the Esso plan does provide an 
umbrella for independents. Independents are a 
potent force in the Carolinas; in North Carolina, 
they have some 1,500 stations and a share of the 
market estimated at from 21%-25%, up from 
about 5% ten years ago. 

Under the Esso plan, an independent chain with 
stations clustered within a relatively small area 
would enjoy periods of stability along with the rest 
of the industry, but would probably suffer more in 
the case of a price war. A lone-wolf operator, or 
the big, one-station-to-a-town chains would be 
better off. They might be able to whittle prices a 
bit more before Esso would move on them. But 
not too much. Competing majors don’t need to 
follow Esso’s broad areas in giving dealer aid, and 
in many situations they can use this flexibility to 
meet price-cutting by independents. The question is 
how far the independents can go. So far, 2¢ re- 
mains the “going” private-brand differential in the 
Carolinas—but 3¢ and 4¢ spreads pop up in spots. 

Cross-Hauling Curbed—Cross-hauling or boot- 
legging (picking up product in a depressed area and 


hauling it to a higher-price area) was once a partic- 
ular curse of the Carolina market (NPN—May 
p87). Today it is virtually eliminated. Even in a 
price war, Esso’s plan would work against the 
cross-hauler because of its 1¢-differential between 
bordering areas. Before the plan, differentials be- 
tween bordering markets were as great as 7¢-8¢. 
Under the plan, the greatest possible differential 
would be 4¢-5¢ statewide. 


What's the Outlook 


Whether Esso’s plan succeeds in the Carolinas 
depends on the judgment and skill with which it’s 
carried out. As with other broad-area systems, this 
revolves around four main factors: 

e@ Tank-Wagon Price—lIt has to be “realistic.” 
If it’s too high, private branders will run wild; if 
it’s too low, the market will remain depressed and 
voluntary allowances may get out of hand. 

e@ Boundaries—Any artificiality will magnify 
price differences; zones must be workably articu- 
lated to get a “buffer” effect. 

e Communication—Affected marketers must 
understand the objectives of the system and its 
methods. 

e Support—Major competitors who are big fac- 
tors in the market must support the plan. The more 
support it gets, the better it works; the stronger 
the company that uses it, the stronger the effects 
of the plan. 





“ITS DAMNED IMPORTANT,” says a major 
executive, “if you care about responsible mar- 
keting.” 


This executive believes area pricing is more 
than a mechanism. He sees it as the working ex- 
pression of a complete marketing philosophy. So 
do many others who are watching the system 
closely. 


Some marketers, of course, like neither the 
mechanics nor the principle of area pricing. It 
all depends how you feel about such basic questions 
as these: 


e Should dealer aid be eliminated or generalized 
—or be confined to spot situations? Area pricing 
eliminates dealer aid or makes it general through- 
out a pricing area. On the other hand, the “Chica- 
go Plan” approach limits it to spots, with the 
object of localizing a price disturbance so that 
tank-wagon levels are not affected. 

Area pricing aims to strengthen the tank-wagon 
posting by keeping it “realistically low” and elim- 
inating spot discounts. Other systems tend toward 
a tank-wagon that’s kept high and discounted. 

(Actually, Esso does discount its tank-wagon 
posting throughout a pricing area in the case of 
a temporary disturbance. This gives rise to the 





How Important Is the Area Pricing Concept? 


criticism that Esso’s plan puts too much of a 
squeeze on jobbers.) 

e Should suppliers try to control the retail 
price of their product? Area pricing is a whole- 
sale system that leaves the retail price (and margin) 
to the dealer. It contrasts with systems like com- 
mission or salary operation, suggested pricing, 
sliding-scale margins and fair trade. Under these 
plans the supplier determines the retail price and 
guarantees a retail margin. 

Such plans provide more control but tend to 
be more expensive to the supplier, necessitating 
either higher tank-wagon levels or lower netbacks. 
When they come up against area pricing, with 
its lower tank-wagon, the result is usually friction. 

e Should major brands put pressure on the 
private-brand differential—or live with it? Area 
pricing lives with it, unless it becomes too great 
over a general area. The idea is to sacrifice some 
gallonage to achieve stability and improve profits. 
An opposing philosophy (currently practiced by 
Sun Oil in the East and Midwest, and Shell Oil 
in the West) is to use commission stations to com- 
pete “on the nose” or within 1¢ of private branders. 

There are no “right” views on these questions, 
and no unanimous ones. But the wide-area con- 
cept provides a cohesive, systematic set of answers. 
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Exclusive Interview 


‘How We Look at Area Pricing’ 


The key men in Esso Standard’s area pricing setup explain the plan— 


its objectives, how it works, what its problems and possibilities are 


Esso Standard Oil Co.’s Carolinas division has been 
experimenting with area pricing for three years; last 
June it came up with what division manager Herbert R. 
Dowd calls “a 1960 model” plan. To find out about it, 
NPN talked exclusively with Esso men who are close 
to the plan—Robert O. Goodykoontz, vice president 
and general manager of marketing; Richard E. Keresey, 
general counsel; John P. Davis, manager of price an- 
alysis, and Dowd. The result is this group interview: 


Q. Broadly speaking, what are the principal 
features of Esso’s plan in the Carolinas? 


A. First, the plan does not establish new or necessarily 
wider areas. For that reason, it can be described accurately 
as an area pricing plan, but we do not think of it as a 
“wide-area” plan. 

This is a new plan. It went into effect only six months 
ago. Briefly, it uses our old, predetermined areas to do 
two new things. When wholesale competition in a signifi- 
cant portion—or portions—of an area leads us to a deci- 
sion that we should lower our wholesale price, we institute 
uniform reductions threughout the entire trading area 
that is affected. 

We try to minimize loss of gallonage and income for 
dealers and distributors in nearby areas by making smaller 
reductions, step-wise, outward from the area that is the 
center of the depressed prices. To meet competition, our 
wholesale prices in adjacent areas are generally no more 
than 1¢ gal. apart. 


Q. What are the main objectives of the plan? 
A. Our main objective is to minimize the costly and 
harmful effects of price wars, which are of serious concern 
to us and to Esso dealers and distributors. We hear a great 
deal about the injury that price wars cause the service- 
station dealer, a small businessman. They are just as un- 
desirable for the gasoline supplier, in our view, since they 
make it impossible in the vast majority of cases to realize 
a reasonable return on invested capital. 


Q. So far, is the plan achieving its objective? 


A. We doubt if we will ever be able to say that this plan, 
or any other plan, has entirely stopped gasoline price wars. 
However, we believe this new pricing procedure in the 
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Esso headquarters team of Goodykoontz, Davis and 
Keresey (above) reviews area pricing plan devised 
and administered hy division manager Dowd (below) 


: 





(Begins on page 105) 


Carolinas is basically sound and represents an improvement 
over more hit-or-miss procedures. It is a fact that our 
price realizations in the Carolinas have been much better 
since we instituted our present method of area pricing. 


Q. Specifically, how does the plan benefit 
dealers? Jobbers? The supplier? 


A. The obvious result is that there are no longer wide 
or erratic variations in Esso’s wholesale gasoline prices 
from area to area. In the past, localized price-war situ- 
ations have often caused such erratic price patterns, with 
consequent drainage of gallonage and economic hardship 
for dealers in adjacent areas. 

The plan helps dealers by making it possible for all 
within an area to be fully competitive (thus avoiding loss 
of gallonage) and still maintain a reasonable margin. 
Distributors can more easily help their dealers to be com- 
petitive. Thereby, the distributor finds it easier to main- 
tain his own gallonage. To the extent that the plan acts 
as a restraint on price wars, it will be a major help to 
the supplier and to product realizations. 


Q. Has Esso ever used such a plan before? 


A. Applying a single wholesale price to an entire area 
is not new, of course. And in the past we have often tried 
to minimize price discrimination at the borders of a trad- 
ing area by feathering-out a depressed price. We have 
done this when it appeared that our dealers at the edge 
of a depressed area would otherwise have been injured. 
But the orderly application of these two principles in a 
large and important market is in sharp contrast with price 
conditions in many areas where we do business. 


Q. What are your yardsticks of success or fail- 
ure in appraising the plan? 


A. Many questions have to be answered. Does it help 
Esso dealers? Does it help our distributors? Does it help 
with the maintenance of normal gallonage? Are realiza- 
tions brought back to more normal levels? Does it help 
Esso dealers to be fully competitive, not only in areas 
of serious price disturbances but also in nearby areas? 


Q. What, in your best judgment, constitutes a 
trading area? 


A. The areas usually run about 70 miles across, but we 
do not have any arbitrary mileage factor. At one time, 
wherever possible, we usually chose to define an area as 
one in which all of the Esso service stations were supplied 
product out of a single terminal or bulk plant. With the 
consolidation of many of these terminals and the intro- 
duction of longer transport hauls, it became necessary 
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to find a new definition of a trading area. Presently we 
look at natural boundaries, highway patterns, population 
density, and predominant trading activity by motorists. If 
the area has been properly defined, you will find that 
people who live there buy nearly all of their gasoline 
requirements within the area. 


Q. On the basis of results so far, what are the 
advantages of this pricing procedure over 
previous methods you have used in the same 
area? 


A. Several things come to mind. 

We believe the plan provides a sound basis for estab- 
lishing fair and reasonable wholesale prices to all dealers 
and distributors who would feel the effects of competitive 
market conditions that dictate a price change. 

The system of gradual increments from area to area 
discourages cross-hauling by individuals or firms who fill 
up trucks in low-price areas and haul product to an ad- 
jacent higher-price area. Sometimes they sell in the other 
areas at established prices, thereby profiting from the 
economic losses of marketers in the price-war area. They 
may also cross-haul and sell in an adjacent area at cut 
prices. This merely extends the price war to additional 
communities. 

An outstanding advantage is increased price stability. 
So long as prices are fair, price stability is a goal which 
we all can justifiably seek. 


Q. What are the advantages over other ap- 
proaches the industry has tried such as fair 
trade, suggested pricing or the Chicago plan? 


A. Under fair trade we have less flexibility because we 
have only one or two minimum retail prices in a state. 
Our wholesale pricing is correspondingly limited. How- 
ever, fair trade has proved to be an excellent answer in 
New Jersey to what was probably the worst and longest- 
extended series of price wars of recent memory. 

We have no experience with suggested pricing. We 
think our plan is superior to the so-called Chicago Plan 
because it eliminates wide price differences to dealers in 
nearby areas and it minimizes cross-hauling. 


Q. Are there major disadvantages? 

A. The obvious disadvantage is that the so-called ‘“‘feather- 
ing-out” of depressed prices can cost us more money in 
the short run. But we think this is more than balanced 
by the long-run advantage of reducing the frequency of 
price wars and maintaining gallonage. 


Q. Does it conflict with other pricing programs 

now in use, such as commission/consignment? 
A. Any area pricing plan is faced with a problem in 
meeting competition from a single station or a small 





number of stations in a single neighborhood. We do not 
see any conflict between this plan and commission/con- 
signment operations, or any difficulty in having such 
operations where we use the plan. In some areas where 
we use the plan, small-area pricing seems to prevail. But 
there isn’t any necessary connection between commission 
stations and small-area pricing. 


Q. Mobil Oil Co. is using a wide-area pricing 
plan in the Northeast. Are the Mobil and Esso 
plans fundamentally similar? 


A. To the best of our knowledge, the Mobil and Esso 
area plans are similar in many respects, with the most 
important differences being in the definition of the area. 
Mobil seems to have established much larger trading areas 
than ours. Naturally, we prefer our own definition. 


Q. Could two different versions of the same plan 

or similar plans coexist in the same market? 
A. We would say yes. Of course, whichever plan or 
version resulted in the lower price at any location would 
usually be controlling. 


Q. Do you have to be the principal marketer in 
an area to make the plan work? 


A. We have no doubt it helps, but we don’t believe it’s 
essential. Any good-sized marketer should have a chance 
to make it stick. 


Q. How much opposition has the plan encoun- 
tered so far? Is this affecting it in any way? 


A. In a few cases, distributors on the fringes of an area 
say that area pricing gives them a lower margin. They 
might not have been affected heretofore by price dis- 
turbances in the center of the area. Distributor margins 
in general, however, are much better when prices are 
relatively stable and are hurt most of all by severe price- 
war conditions. 

There’s another complication, although it does not 
involve opposition. Some dealers prefer to pocket the 
difference when the wholesale price is reduced. Not all 
are yet convinced, apparently, of the value of meeting 
competition effectively. 


Q. What would happen if another supplier delib- 
erately fought the plan? 


A. We don’t really know the answer to this question. In 
the first place we doubt if a supplier would fight the plan 
as such. A number of them respond differently and where, 
in our “feathering-out” process, we might have higher 
net tank-wagon prices in adjacent areas than in the central 
area affected by depressed prices, some of our competition 


' Dowd 


may cover a broader area, or a smaller area, than we 
do with the lowest net tank-wagon price. This again is 
nothing new. It happens every day. 


Q. Is elimination of dealer aid part of the plan? 
A. Esso has had very little to do with dealer aid except 
in the form of wholesale price reductions in recognition 
of competition at the wholesale level. This, of course, helps 
the dealer to sell Esso products at competitive prices. 


Q. Under your plan, how many price levels are 
there? 


A. We have only the dealer, distributor and consumer 
wholesale levels in any one area. When prices in one or 
more areas are seriously depressed, several different areas 
may all have different price levels as a result of our 
feathering-out process. 


Q. Is the jobber price tied to tank-wagon? 

A. There is an established relationship when prices are 
normal. It does not stay the same, however, when prices 
drop below normal. 


Q. Does a price change to dealers always involve 

a change in the posted tank-wagon level? 
A. Yes, when it is reflecting over-all market conditions. 
No, when the cause is a local price-war situation. In the 
latter case, the decrease is usually in terms of a voluntary 
allowance or a lower “wholesale selling price.” This leaves 
the posted tank-wagon price as a matter of public record, 
indicating the normal level to which we hope to return 
as quickly as possible. 


Q. How are distributors affected by a reduction 
in price? 

A. Generally, a distributor’s margin (that is, the dif- 
ference between his purchase price and the prevailing 
selling price to dealers) is lower during price-war con- 
ditions. In this way, he shares to some extent in the 
effects of the depressed market. When prices are seriously 
depressed, we bear most of the loss, however. 


Q. Is there anything in the plan that protects 
the dealer’s margin? 

A. There is no guarantee of a dealer’s margin, but we 

think the Esso dealer makes out much better with the 

plan than he would otherwise. 


Q. Are the areas designed to isolate perennial 
distress areas, or to bind such areas to tradi- 
tionally stable markets? 

A. No, our areas are natural trading areas. We feel we 

have sound reasons for preferring such areas to larger 
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zones with arbitrary boundaries such as county lines, It 
is hard to imagine a dealer 150 miles away from a city 
where there is a price war, for example, losing any busi- 
ness as a result of it. The use of natural trading areas, in 
our opinion, gives the maximum flexibility, which is most 
desirable in order to assist dealers and distributors and 
ourselves. 


Q. Under your plan, who bears the most market 
responsibility—the dealer, the distributor or 
the supplier? 

A. Neither can succeed alone. We think the plan helps 

all three to succeed together. 


Q. In a case where a single private-brander is 
consistently underselling your dealers, what 
is your responsibility to these dealers? Can 
they be treated as a special case? 


A. With or without the plan, we do not shift prices around 
as a result of the activities of one such station. We don’t 
know of a case of consistent underselling by a single 
station which hasn’t led to others joining in. But let’s 
put it this way. We do not believe in being trigger-happy. 
We meet competition at the wholesale level, and do not 
react to retail situations such as the one you describe. 


Q. In determining prices for each area, do you 
build on a specific reference point such as the 
terminal price? Or do you work from an ap- 
praisal of the current or historical retail prices 
in the particular market? 


A. We consider all factors, including the wholesale mar- 
ket at the terminal serving the area, the average area 
freight incurred by Esso—which is assumed to be ap- 
plicable to most of competition—and historical price levels. 


Q. Are the details of the plan being communi- 
cated to Esso people? 


A. The plan has been fully explained at management 
meetings to the field and headquarters personnel involved. 
They in turn have the responsibility for communicating 
the details to dealers and distributors. Dealers are informed 
by their dealer salesmen, for example. 


Q. How have dealers responded? Do they under- 
stand the plan? 


A. Most Esso dealers say they are delighted with the 
plan since it minimizes border price-discrimination prob- 
lems and helps them to sell at competitive prices. 

We are not sure how completely they understand all 
the details, and continuing efforts are being made to see 
they are fully informed. 


108 


Q. How many Esso distributors are affected by 
the plan? What is their reaction? 


A. About 10 branded Esso distributors are affected. Gen: 
erally, their reaction to the plan is favorable. They realize 
we are trying to reduce the impact of price wars and 
improve market stability. 


Q. How was the plan devised, and how is it ad- 
ministered? What part does headquarters 
play? 

A. Division management spearheaded the plan—in con- 
cept, working out the details, and administration. As with 
all such major projects, the final program was the result 
of cooperative effort by the division and headquarters staff 
experts. The plan is administered in the field, but we fol- 
low it closely because we think it is an important step 
toward several important objectives. Headquarters is con- 
sulted on proposed moves of major importance. 


Q. What were your main problems, either in in- 
stituting the plan or in maintaining it? 


A. There are at least two. One is to be sure we are cor- 
rect in our definition of the various trading areas. The 
second is to increase the number of dealers who realize 
that, in the long run, they must stay competitive to 
prosper—sometimes even to survive. 


Q. In extending the plan, what factors would be 
taken into consideration? 


A. The proper effort must first be made to explain the 
plan to dealers, so they will understand it is a way to 
help them stay competitive, and thus keep business they 
would otherwise lose. If the dealer is convinced it is to 
his benefit to be competitive, he will obtain the maximum 
gallonage by lowering his retail price when the wholesale 
price is reduced. 


Q. Since starting the plan, have any substantial 
changes been made in it? 

A. The only change has been a continuing study and 

adjustment of boundary definitions to reflect the true 

trading areas as accurately as we can. 


Q. Is there any specific type of market or region 

for which the plan is not particularly suited? 
A. We don’t think so, but naturally we aren’t sure, It may 
not work in some areas, but we won’t know until we try. 


Q@. Do you expect to extend the plan? Where? 
A. We hope to extend area pricing broadly in the entire 
area in which we market, assuming the present trial in 
the Carolinas continues to be reasonably successful. No 
timetable has been set. 
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More Profit $$ 


with 


KEEP RIGS ROLLING 


with KIM HOTSTART Electric 
Pre-Heater! — Engines are 
kept warm between runs, 
eliminating inside heated 
terminals. KIM provides in- 
stant cold weather starting; 
reduces service tie-ups and 
costly repairs. KIM plugs in- 
to an electric circuit; draws 
off cold water from engine; 
heats and circulates it 
through engine. Approved 
and used by all major en- 
gine manufacturers. 


For your DIESEL 
& GAS ENGINES 


SEE YOUR DEALER 
or write for 
free literature 





90, 000,000 


Batteries worth 
of Experience 


For more 
than 41 Years... 
PRIVATE BRAND BATTERIES 


For Many of the World’s —<ouR INDUSTRY 
FIRST (sea 
Leading Marketers with atrol of necvennly 


5 Modern Plants, Strategi- con i) 
cally Located To Serve 70% _ Gniformi "urs Max 
of the Country’s Automotive ‘aston - performance, 
Registrations. mm Pow 


PRICE BATTERY CORPORATION 
HAMBURG, PENNSYLVANIA 
Wapakoneta, Ohio Waltham, Mass. 


a of f the Pioneers of DRY-CHARGED Batteries 
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There’s a place in 
your program for... 


Advertising’ 
Thermometers 





Send for catalog .. 


Get Ohio’s quote.. No obligation! 


Hundreds of advertisers—including some of the 
largest—are using the tremendous sales-power 
of Ohio Thermometers to reach weather-con- 
scious America. Everyone is interested in the 
temperature—everyone looks at a thermometer! 
Your message is seen over and over during the 
extra long life of an Ohio Thermometer—and 
at a remarkably small cost, too. 

Take your choice of dozens of Sizes, designs 
and types either standard or custom-made to 
suit your needs. There are all sizes ranging from 
the very smallest up to thirty-nine inches. 
Tube or dial types... models for wall, desk, or 
window .. . thermometers for inside or outside. 
Colors and copy to your specification. Each is 
accurate, rust-resisting, silk-screened and indi- 
vidually packaged. 

You’ll see an Ohio Thermometer somewhere 
today. Let it remind you that here is an out- 
standing advertising medium that you can use. 
. barometers 


Thermometers...rain gages.. 


THE OHIO THERMOMETER CO. 
15 Walnut Street, Springfield, Ohio 





A hot sales contest got these dealers to ask for a special TBA meeting of their own. They wanted to know. . . 


How to Sell TBA Better 


DEALER CONTEST put on by 

American Coal Co., Cities Serv- 
ice jobber of Hartford, Conn., 
aroused so much interest that the 
dealers asked fc. a special TBA meet- 
ing. Although the contest includes 
much more than TBA performance, 
the dealers felt that they were most 
in need of help in TBA selling. 

The plain fact is that dealers every- 
where are thirsty for TBA informa- 
tion. They don’t know enough about 
the merchandise or how to sell it, 
and they’re interested in learning. 
That’s why American Coal’s dealers 
pulled a switch, not only in proposing 
a meeting, but also in offering to 
pay for it. 

What’s more, they wanted the full 
treatment, including dinner at a 
country club for themselves and their 
attendants. All they asked of the 
jobber was to line up speakers and 
make the country-club arrangements. 

The jobber was happy to oblige. 

The team of specialists he lined up 
to talk at the meeting covered a little 
more than strictly TBA ground. But 
it was all related in one way or an- 
other to TBA selling. Here’s what 
went on at the meeting: 


Oil-Change Story—Dealer’s needn’t 
be the victims of the false education 
of motorists by car makers, said Tom 
Whitty, Cities Service supervisor of 


Fletcher 


dealer development in the New York 
division. 

He believes the American Petro- 
leum Institute recommendation for oil 
changes is easy to seil because it 
makes more sense to change oil every 
2,000 miles or 60 days in summer, 
and every 1,000 miles or 30 days in 
winter. 


Filter Demonstration—“Display 
an old filter and a new one showing 
the difference in weight,” recom- 
mended Lee Sander of Purolator, “or 
display a trash can full of old filters, 
and label the can ‘graveyard,’ ‘engine 
killers,’ or ‘trouble makers.’ ” 

To convince a skeptical customer, 
Sander recommends: “Tear the wrap- 
ping from the filter, run a screw- 
driver through the convolutions, then 
wipe it on your hand and ask, “You 
want that put back?’” 


Test All Batteries—‘“Never let a 
car get out of the lube bay,” says 
Les Fletcher of Gould-National, 
“without sticking a hydrometer in the 
battery. Then tell the customer the 
condition of the battery. If it has a 
weak cell, get in with your sales 


pitch.” 





He recommends using battery parts 
to illustrate the sales talk. “Show the 
grids and plates and explain to your 
customer what is actually in that 
black rubber box.” 


Extra Tire Profit—There’s an extra 
profit for the dealer who gets to the 
tire prospect early enough, according 
to Bill Riekert, New York division 
sales manager. “You can sell his old 
tires as is, or you can have them 
recapped and get more money for 
them,” he says, “but if you wait too 
long to ask for the business you won't 
be able to resell those tires.” 

Get your tire prospects while 
they’re fresh, Riekert adds, not when 
they’re tired from shopping around 
for the best price. You can get them 
early by using a “stoop, squat, and 
squint” program for checking the 
tires on all cars brought in for 
service. 

“If you find something wrong, mark 
it with yellow chalk and point it out 
to the owner when he comes for the 
car,” Riekert advises. “And don’t 
keep tire prices to yourself. You may 
not be around all the time, so have 
a price list available for your at- 
tendants.” 

Tire changers give the station a 
professional look besides speeding up 
tire mounting, points out Joe Kerwin 
of J. P. Hennessy Co. 


More Wheel Balancing—Kerwin 
also suggests that dealers will have 
fewer tire adjustments to make if 
they'll balance more wheels, and 
they'll earn an easy profit at the same 
time. “Nine out of 10 tires are out 
of balance,” he says. 


Listen for Misses—“If you hear a 
motor missing, make a sales pitch for 
new plugs,” suggests Hank Foote of 
Autolite. And you'll locate a lot of 
prospects by checking the plugs on 
cars in the lube bay. 


Rusty Radiators—‘“Tell customers 
the damage a clogged radiator can 
cause, how pistons can be scored, or 
how motor blocks can be cracked,” 
says George Mesloh, Cities Service 
district manager at Portland, Conn. 

Frequent inspection of radiator 
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hose will uncover signs of cracks, 
swelling or collapse. Cars should be 
checked often for radiator rust. “Get 
the hood open and make the finger 
test,” Mesloh suggests. 

Use the cap tester to sell more 
pressure caps, and suggest a new 
thermostat with a drain job by ex- 
plaining the purpose of the thermo- 
stat. “Customers will be better buyers 
if they know why they’re buying,” 
says Mesloh. “It’s up to you to ex- 
plain the purpose of a new thermo- 
stat: that it makes for efficient motor 
warm-up and efficient heater opera- 
tion.” 


Eye-Catching Stations—Dealers 
also heard some tips on the pulling 
power of station appearance from 
Jerry Lait, wholesale sales manager 
for Cities Service’s New York divi- 
sion. 

Customers like to do business with 
the station that’s clean and _ best 
equipped to do the job, and that has 
eye-catching displays: “Dealers should 
walk across the street,” Lait says, 
“to get a good look at their stations 
in order to appraise their appearance. 

“They should ask themselves if 
their stations catch the driver’s eye, 
and if there’s enough excitement-of- 
interest appearance to motivate any- 
one to stop and buy.” 

Lait strongly recommends mass 
displays for the best effect. “And 
station displays should be changed 
frequently,” Lait concludes, “to give 
a new look and to build that excite- 
ment-of-interest angle.” 


ALTHOUGH the speakers dealt for 
the most part with pointers on TBA 
selling, the non-TBA topics also had 
a direct bearing on American Coal’s 
many-sided contest. 

The winner of the contest will have 
to be good in many departments. 
He'll be the man who: 

e Shows the highest percentage 
gain in gasoline sales compared with 
last year. 

e Has the highest sales ratio of 
premium gasoline to house brand. 

e Has the highest ratio of TBA 
sales per 1,000 gal. of gasoline. 

e Has the highest motor-oil ratio 
per 1,000 gal. of gasoline. 

e Stands high in a series of 
monthly service-station inspections 
conducted by the jobber. 

The winner and his wife will get 
a two-week, all-expense trip to 
Florida, plus spending money. ¥ 
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Installed on caustic lines in 1930, these Rockwell-Nordstrom 
lubricated plug valves needed only cleaning before 
installation in new plant, 


THE VALVES THAT WOULDN'T RETIRE 


The Rockwell-Nordstrom lubricated plug valves 
shown above were two of dozens installed in?1930 
on caustic lines at a process plant. When the plant 
was torn down in 1959, the valves were still in such 
_ good condition that they’re being used on the same 
service in the new plant. 

The above story is just one more example of the 
ruggedness of Rockwell-Nordstrom valves. Since 
they’re sealed positively against leakage by pres- 
surized lubricant and there are no exposed metal- 
to-metal seats, you get positive shut-off year after 
year. And, lubrication is preventive maintenance 
against the high cost of repairs, replacement and 
downtime. To get complete details on Rockwell- 
Nordstrom, the original and world’s most complete 
line of lubricated plug valves, lubricants and ac- 


cessories, write: Rockwell Manufacturing Company, 
Pittsburgh 8, Pa.; Canadian Valve Licensee: Peacock 
Brothers Limited, Montreal, Quebec; Rockwell Inter- 
national S.A., Geneva, Switzerland. 


Lubrication Makes The Difference 


ROCKWELL-Nordstrom VALVES 


another fine product by 


ROCKWELL 





On transfer pump service at large marketing terminal, 
these Rockwell-Nordstrom valves have already given 7 
years of trouble-free service. 
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By FRANK C. STURTEVANT 


Skelly goes to BFG, 
Same for Kerr-McGee 


SKELLY OIL is in the process of 
switching its TBA program from a 
purchase-and-resale basis to a com=- 
mission-override contract with B. F. 
Goodrich. For years Skelly sold Hood 
tires, one of the BFG associated 
brands, together with a private-brand 
battery and a mixed line of acces- 
sories. 

An unusual feature of the new plan 
is that BFG will make available to 
Skelly dealers much of the former 
Skelly battery and accessory line in 
addition to its own BFG line. Thus 
BFG continues to be the tire supplier, 
but now takes over TBA warehousing 
and billing for Skelly. 

B. F. Goodrich has also signed 
up Kerr-McGee on a TBA commis- 
sion-override plan. The move is Ker- 
mac’s first organized, full-scale entry 
into TBA merchandising. E. F. Ja- 
bara is Kermac’s TBA manager; BFG 
has assigned Jerry Willis to the ac- 
count. 


>Something you rarely see is an oil 
company running a full-page news- 
paper ad that doesn’t mention gaso- 
line. But Phillips ran one this fall 
plugging guaranteed antifreeze pro- 
tection, tires, batteries, lubrication, 
and fuel oil. 

However, a skilfull tie-in was re- 
tained by means of a small, subdued 
engraving of a service station. Makes 
for a good “total image.” 


Another kind of newspaper page 
you often see is the ad featuring one 
of the rubber company’s tires and 
listing a group of local service sta- 
tions. Recently Firestone used a novel 
layout for a page listing 60 local ser- 
vice stations. 

A panel across the top of the page 
shows a parade of four cartoon fig- 
ures beating big bass drums. The 
faces of the drums depict four oil- 
company trademarks: Shell, Texaco, 
D-X, and Conoco. 

More significant is the switch in 
product emphasis. Firestone tires, in- 
stead of dominating the page, share 
space with oil and air filters, lubrica- 
tion, batteries, spark plugs, and a 
group of prominently priced, traffic- 
builder items. 








“Bum brake job? Where’d you have it done?” 


“That gas station across from the delicatessen.” 


“I guess they just can’t do decent brake work.” 
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It could be one of your dealers who just lost a good customer 
(or maybe two). Because that’s generally the result of a poor 
brake job. The cause? Inferior linings, inferior workmanship . . . 
or both. 


Here at Raybestos we make the kind of linings your dealers 
should be using—proving ground tested linings that last and 
last, linings that deliver swift, smooth, sure stops every time, 
linings you can depend on to contribute solidly to the quality 
image of your company that your own products have created. 
What’s more, at local brake service clinics and in our own fac- 
tory schools we will show your dealers how to do reline work 
on all makes and models expertly . . . and profitably. 


More and more of your dealers are moving into brake service. 
Raybestos can make this move genuinely worth while. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 
RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 


RAYBESTOS-MANHATTAN, INC., Brake Linings « Brake Blocks * Brake Fluid * Clutch 
Facings Industrial Rubber * Mechanical Packings * Asbestos Textiles * Engineered 
Plastics ¢ Sintered Metal Products « Rubber Covered Equipment * Laundry Pads and 


Covers « Abrasive and Diamond Wheels ¢ Industrial Adhesives * Bowling Balls 
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Wheaton 
SLIDING TUBES AND 
SPOUTS 


Wheaton 
SWING JOINTS 


: Wheaton 
STEEL SWING JOINTS 
(FLANGED) 


DOUBLE STEEL 
SWING JOINTS 
(THREADED) 





YoOuR liquid handling equipment will 

give you tighter connections... reduce 
vapor loss . . . operate with less mainte- 
nance cost . . . longer life—if it is en- 
gineered and manufactured by Wheaton. 
Over 67 years of experience have gone 
into the development—and continuing 
improvement—of Wheaton Fittings. This 
is the basis of Wheaton quality—and the 
reason why so many oil and chemical 
companies standardize on Wheaton. 
Send today for new catalog which de- 
scribes the complete line of Wheaton 
Fittings, many of which have advanced 
features that can save money for you. 


TRUCK TANK 
EQUIPMENT 
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Wheaton 
EMERGENCY VALVES 


MULTIPLE VALVES 


Wheaton 
TRUCK TANK 
FAUCETS 


Wheaton fee 
EMERGENCY VALVE 





OPERATORS 


STORAGE 
TANK 
EQUIPMENT 
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Wheaton 
WATER DRAIN VALVES 
_ Wheaton 
VENT 
‘VALVES 


Wheaton 
AUTOMATIC 
TANK GAUGES 

















GAUGE HATCHES 


Wheaton 


EXTERNAL VALVES THERMOMETERS. 





Wheaton products are manufactured in brass, aluminum, steel, stainless steel and malleable iron, for petroleum, chemical and petrochemical specifications. 
WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 
Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England * Emco G.M.B.H., Allendorf, Germany 
Lijungmans, Malmo, Sweden ° Baza S.R.L., Buenos Aires, Argentina, S.A. ° Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


ten Wheaton 


the best by every standard 
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A City-Planning Official Tells: 





Equipment 


‘Why Stations Are Objectionable’ 


For the first 
time before any 
group of oil men, 
a spokesman for 
local government 
has’ given his 
views about serv- 
ice stations. By 
invitation of the 
operations and 
engineering com- 
mittee of the 
American Petro- Fonoroff 
leum Institute, Allen Fonoroff of the 
Cleveland City Planning Commission 
gave a talk at the committee’s recent 
meeting in Houston. Some of his re- 
marks follow: 


By ALLEN FONOROFF 


MOTION AND ATTITUDE are very 

definite factors in evaluating 
property values. Therefore it’s not 
surprising for irate neighboring resi- 
dents to complain of a depreciation 
in their property values because of 
the proximity of a service station. 

Too many service stations are eye- 
sores. They are ugly and their ugli- 
ness detracts from the neighborhood. 
They are ugly for many reasons: poor 
taste in architecture, loud and indis- 
criminate forms of advertising, out- 
door storage and display of products 
and small trailers, and general ap- 
pearance of disorder. 

Enough stations fit this description 
of ugliness to create a general impres- 
sion. This general impression is, I be- 
lieve, expressed in terms of hazard, 
traffic and fire, by neighboring land 
users. 


Traffic and Fire Hazards 


It is certainly obvious that a service 
station generates traffic and generally 
more traffic than most other retail 
businesses. There can be no question 
that every generator of traffic sets up 
conditions that are potential traffic 
hazards. 

Therefore, potential traffic hazard, 
a built-in ingredient of gasoline retail- 
ing, is a factor that must be evaluated 
in determining the number of service 
stations that should be permitted 
within a particular area of a city. 

Technological advances in the con- 
struction and operation of modern 
service stations have minimized if not 
eliminated the danger that once ex- 
isted. Fire-insurance rates are at an 
equal level with other retail businesses. 


But in spite of this evidence that I, as 
a planner, can bring to bear, neigh- 
boring property owners can be 
counted on to oppose service stations 
because of a supposed danger of fire 
and explosion. 


Esthetic Nuisance 


These two words sum up what in 
my experience underlies the argu- 
ments and prejudices associated with 
service stations. I have observed that 
many new stations have the appear- 
ance of an activated billboard. They 
have developed into a tremendous 
grab for the motorist’s attention. 

The distinctive design of service 
stations should minimize the need for 
large and garish signs and other gar- 
ish features that may disfigure a neigh- 
borhood. Tasteful design and general 
appearance should represent a certain 
intangible value, if not in terms of 
dollars, then certainly in terms of 
good will. 

Thus from an esthetic point of view 
the service station presents special 
land-use problems different from most 
other retail uses that affect the general 
well-being of the community. This 
clearly justifies regulations designed 
to limit the number of stations in any 
given area. 


Zoning and Legislative Action 


The other area of conflict—site lo- 
cation—affects zoning considerations 
even more directly. 

The division of marketing of the 
American Petroleum Institute is cred- 
ited for a publication “The Place of 
the Service Station in the Commun- 





O&E Elects Officers 


NEW OFFICERS of American Petro- 
leum Institute’s operations and Engi- 
neering committee are: chairman, 
A. B. Carmitchel, Standard Oil of 
Ohio; vice chairman, W. G. Swartz, 
Cities Service Oil Co., New York; 
secretary, T. E. Pugh, Tidewater Oil 
Co., Los Angeles. 

New members added to the com- 
mittee are: R. C. Beach, Champlin 
Refining Co., Ft. Worth; C. B. Pres- 
cott, Gulf Oil Corp., Houston; Peter 
Dwyer, Phillips Petroleum Co., Bar- 
tlesville; B. B. Murray, Wilshire Oil 
Co., Los Angeles. 
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ity.” In a statement on zoning policy, 
the booklet says: “The policy pro- 
vides that service stations be permit- 
ted in areas which allow other retail 
business. It does not propose that they 
be permitted to locate in purely resi- 
dential areas where no other business 
is permitted to operate.” 

If this statement is true, then why 
do some oil companies continually 
‘pressure’ legislative bodies and zon- 
ing appeals boards to rezone resi- 
dential areas so that service stations 
and other retail businesses will be 
permitted uses? 

The political pressure tactics are 
not consistent with such a high-sound- 
ing policy statement. The practice but 
serves to drive another psychological 
wedge between the public and the oil 
industry, and indeed tends to boom- 
erang. For an antagonized neighbor- 
hood can and does exert pressure on 
its legislature for regulations which 
seriously hinder service-station opera- 
tion. 


Need for Standard 


Site location, general appearance 
and the development of service sta- 
tions are problems best handled 
through the establishment of stand- 
ards that will be respected by the 
community, industry, and public of- 
ficials. 

I would urge that the oil industry 
take the initiative in bringing together 
members of the planning profession 
through the American Society of 
Planning Officials and the American 
Institute of Planning, and its own ex- 
perts in an attempt to create develop- 
ment standards. 

I don’t think we are so far apart. 
We can all agree on a major premise: 
Gasoline service stations are essential 
in our present-day economy. 


During a question-and-answer ses- 
sion, a member asked if it is not true 
that all retailing draws traffic. Fonor- 
off said that other retailing draws peo- 
ple, while stations draw only cars. 

Further discussion raised the point 
of how practical it might be to set 
Station-operating standards. Fonoroff 
conceded that only voluntary adher- 
ence could be expected, but he feels 
such standards would be widely ac- 
cepted and followed when industry 
people understand they're a good 
thing. 
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WHAT'S 
NEW 
IN 
EQUIPMENT 





Riser fitting 


. . . for gasoline-pump suction lines is of 
telescopic construction. Designed to com- 
pensate for variations in pipe length, 
misalignment, and frost distortions. Mul- 
tiple O rings insure a seal at all times. 
Universal Valve Co., Box 444, Elizabeth, 
N.J. 


Tank coating 


. is described as a vinyl-resin com- 
pound blended with atomized aluminum. 
Can be applied by brush, spray, or 
trowel to rusted-out gasoline tanks or 
pipelines. Said to resist any form of 
weathering as well as petroleum and salt 
water. Magna-Bond Inc., 1718 S. 16th 
St., Camden, N.J. 


Pressure-vacuum vent 

- maintains safe pressure in all tem- 
peratures even when tank is being emp- 
tied or loaded. Has test-gage and gage- 
hatch openings for direct measurements. 
Discharge hood can be assembled to 
relieve in any of three directions. Mor- 
rison Bros. Co., Dubuque, Iowa. 


Deadlock lift 


. . . has an automatic release-lock mech- 
anism, located in the top end of the pis- 
ton, that simultaneously deadlocks both 
air and oil systems. Operating air pres- 
sure is applied only at the top end of the 
piston, and entire oil supply is complete- 
ly contained within the casing-piston 
assembly. Said to be immune to air-sys- 
tem failure since air pressure is required 
to unlatch the deadlock. J. D. Cochin 
Manufacturing Co., 205 E. Grand Ave., 
S. San Francisco, Calif. 








Flexible drum heater 


. consists of one or more electrically 
heated bands 2% in. wide, held in place 
by a spring attachment. Said to be highly 
resistant to mechanical damage; flexible 
enough for snug wrapping; grounded. 
R. J. Borrup, Electro-Flex Heat Inc., 83 
Woodbine St., Hartford 6, Conn. 


Two-way radio 


. . . can be recharged by using a car’s 
cigaret lighter or an electrical outlet. 
Built-in charger uses either 12-volt dc or 
117-volt ac to recharge nickel-cadmium 
battery. Transmits to existing vehicular 
two-way radios, to pocket units, or port- 
able-to-portable. Section P, General Elec- 
tric Communications Products Dept., 
P.O. Box 4197, Lynchburg, Va. 


Truck-tire changer 


. is said to be equally effective :n 
tight beads, warped or rusted rims or 
wheels. Lever control of lock ring during 
inflation, which keeps ring from flying 
off before fully seated, will prevent pos- 
sible injury, the manufacturer claims. 
Par Sales Co. Inc., 1647 N. Gower St., 
Hollywood 28, Calif. 
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Equipment Suppliers . . . 





HRB-Singer Inc., manufacturer of a 
fuel-use computer and other aids to fuel- 
delivery scheduling, has moved its New 
Jersey headquarters from New Bruns- 
wick to 475 Watchung Ave., North 
Plainfield; telephone PLainfield 7-8787. 


® 

The Boston Woven Hose & Rubber 
Div. of American Biltrite Rubber Co. 
now has a new distributor, Clowe & 
Cowan Inc., in Amarillo, Tex. The dis- 
tributor also operates branches in Lub- 
bock and Wichita Falls, Tex., and in 
Roswell, N.M. 

« 

Scovill Manufacturing Co. of Water- 
bury, Conn., has purchased the assets of 
International Couplings Inc., Div. of The 
Gabriel Co., Cleveland, Ohio. Hose 
couplings formerly produced by Inter- 
national are now consolidated with the 
Scovill coupling line in the Waterbury 
plant and are being sold by the Scovill 
sales force. 

* 


Fontaine-Kiefer Inc., oil equipment 
jobber of Fort Lauderdale, Fla., has 
opened its new shop, office, and show- 
room at 138 S.W. 24th St. (State Rd. 
84). The firm employs 14 people, pro- 
vides engineering, design, and layout 
service, and repairs and rebuilds meters, 
pumps, computers, nozzles, and lubricat- 
ing equipment. 


Equipment People . . . 





Roy W. Lippin- 

cott is now a 

direct factory rep- 

resentative for 

Morrison Bros. 

Co., making his 

headquarters in 

Atlanta. He cov- 

ers Alabama, 

Georgia, North 

Carolina, South 

Carolina, and 

eastern Tennes- 

see. During the 

war Lippincott worked for General Mo- 

tors on aircraft and testing and later 

became 2 Chryster dealer. He was in the 

ouv-equipment field before with Rotary 

Lift Co. and Champion Pneumatic Ma- 
chinery Co. 

* 


Equipment 


George S. Me- 
Tavey has been 
named sales man- 
ager of Atlantic- 
Vulcan Steel Con- 
tainers Inc., of 
Peabody, Mass. 
The company is 
one of the group 
of seven compris- 
ing Vulcan-Asso- 
ciated Container 
Companies Inc. 
which has its prin- 
cipal office in Birmingham, Ala. Mc- 
Tavey was previously associated with 
Nafton, Inc., New York. Past contacts 
have been with the paint, chemical, 
printing ink, agricultural, and industrial 
chemical trades. 


McTavey 


Richard L. 

White has _ been 

named eastern di- 

vision manager of 

Blackmer Pump 

Co., with offices 

at 441 Lexington 

Ave., New York, 

N.Y. He joined 

Blackmer in 1949, 

moved to the New 

York office as a 

sales engineer in 

1950, and became 

Philadelphia district manager in 1954. 

In his new post he’s in charge of Black- 
mer sales in 10 Eastern states. 

* 

C. R. Boll is now executive vice presi- 
dent for marketing of Cummins Engine 
Co. Inc., and R. W. Franck is vice 
president for sales. Boll joined the com- 
pany as a sales engineer following his 
graduation from Purdue University 14 
years ago. He then moved up to regional 
manager and a succession of sales-depart- 
ment posts. Franck is a graduate of 
Drake University and Harvard School 
of Business Administration. He began 
as a market research analyst with Cum- 
mins and was most recently director of 
field sales. 

w 


Donald B. Seem 
is the new direc- 
tor of advertising 
and public rela- 
tions for the 
White Truck Div. 
of White Motor 
Co. For a number 
of years, Seem 
held a __ similar 
post at Electric 
Autolite Co. Be- 
fore that he was 
director of market 

research at the Aitkin-Kynett Co., and 
sales manager of the Shoemaker Corp. 
Seem is a graduate of the Wharton 
School of the University of Pennsyl- 
vania, and he served as lieutenant in the 
U. S. Naval Reserve during World War 
Il. 
* 
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BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 


on 
Your Pumps |Baag 3 
TELLS THE GAL. ue Me 10 


TAX 


STORY! 


LARGE SIZE 


EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 

suckeye Valves, Tokheim Pumps, 

National Hose, ECO Tireflators 

Rectorseal Pipe Dope, Air Compressors 

Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Westinghouse, O.P.W,, Lincoln 
Neptune Huffman, Goodrich, 
Air, Oil, Hydraulic and Gas’ 
Hose and oupling Service 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 

Engineering & Equipment 


BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 














Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 


Space Rates 


NATIONAL PETROLEUM 
NEWS 


330 West 42nd St. 
New York 36, N. Y. 




















FAST CAR WASH 
OPPORTUNITY 


The manufacturers 
of “ROCKET” 

fast car wash 
equipment are 
seeking additional 
representation in 
various sections 

of the country. 

We feel that 
members of the 
petroleum 

industry are in 

a related field, and 
should be among 
our most successful 
distributors. 

Our company is 
the oldest 

and largest in our 
industry. The 
factory program 

is specific and we 
require distributors 
capable of 
executing same. 

If interested, we 
would like 

the opportunity to 
discuss this further. 





Contact: L. Klein, Vice Pres. 


SERVICE METAL FABRICATORS, INC. 
2350 West 58th Street 
Chicago 36, Illinois 


WaAlbrook 5-1400 








WHAT’S 
NEW 
IN 
TBA 





Alignment outfit 


. of the “on-the-floor” type has been 
introduced at a price “well under $500.” 
Manufacturer claims new outfit enables 
even a one-man shop to break into the 
profitable § wheel-alignment _ business. 
Known as Model W5J-125. Weaver 
Manufacturing Div., Dura Corp., Spring- 
field, Il. 


ignition parts 


. are offered in a new assortment 
package to service all Ford-built cars 
from 1949 to 1960. Assortment contains 
13 contact sets, 12 condensers, 5 rotors 
and three caps, and a catalog with com- 
plete application data, packaged in a dis- 
play carton. Holley Carburetor Co., Fox 
Bldg., Detroit 1, Mich. 


Matched floor mats 


. .. for front and rear floors are offered 
in a new line to fit both new models 
and some older cars. Pairs of front and 
rear mats are packaged in separate 
boxes suitable for display. Mats come in 
nine colors. Monkey Grip Sales Co., PO 
Box 6170, Dallas, 22, Tex. 


Small winter tire 


. . made in the combination 6.50/6.00- 
13 size only and priced at 83% level 
has been added to Kelly’s Explorer line. 
Full-depth, angular tread slots have been 
added to the characteristic Kelly block 
cleats to improve the tire’s grip on ice. 
Manufacturer predicts winter-tire sales 
this season will reach about 9% of the 
year’s entire replacement-tire market. 
Kelly-Springfield Tire Co., Cumberland, 
Md. 


Airline chuck gage 


. registers tire pressure the moment 
the chuck is placed on a tire valve. In- 
flation and deflation are controlled by a 
single button. Gage unit can be replaced 
without removing aluminum housing from 
line. A. Schrader’s Son, Div. Scovill Mfg. 
Co., 470 Vanderbilt Ave., Brooklyn 38, 
N.Y. 


Scope with timing light 


. . is offered at a list price of $449. 
The timing light, furnished as an acces- 
sory, plugs into and operates from the 
scope without additional leads, clips, or 
engine hook-up. Manufacturer also plans 
a plug-in tachometer voltmeter. Allen 
B. Dumont Laboratories, Clifton, NJ. 
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TBA Suppliers .. . 





United States Rubber Co. is circulat- 
ing some statistics on the farm tire mar- 
ket. Sales this year of 2,000,000 farm 
tractor and implement tires is about 
twice the volume of 10 years ago. The 
top 12% of the farms ranked by size 
will use 28% of the tires, with average 
expenditures of $155 per farm per year. 

* 


Pyroil Co. Inc., La Crosse, Wis., and 
Co. Inc., Savage, 
Minn., have merged. Pyroil for many 
years has marketed to consumers a 
heavily advertised line of fuel and oil 
additives. It also owns a filter manufac- 
turer, Champion Laboratories Inc., W. 
Salem, Ill. Master Specialties makes car- 
washing brushes, top carriers, and tool 
specialties, 


” 

Union Carbide has introduced a new 
display unit for flashlight batteries for 
fast, self-service sales. A series of four 
stain-finished wood trays mounted in 
set-back style have a gravity-feed pitch. 
A battery and lamp tester goes with each 
unit, 

* 


TBA People .. . 





Fred R. Bates is 
the new head of 
oil-marketer sales 
for United States 
Rubber Co. He 
came to U.S. Rub- 
ber in February, 
1960, from Mc- 
Kinsey & Co. Inc., 
management con- 
sultants. At the 
same time, the oil- 
marketer sales de- 
partment named 
A. Y. P. Garnett as eastern manager in 
New York; T. J. Reilly as western man- 
ager in Los Angeles; and W. E. Crouch 
central manager in Chicago. 


Bates 


Feldman 


A. A, Feldman of Autolite is now staff 
assistant to E. T. Duffy, director of re- 
placement sales; and Ralph A. Vinci- 
guerra has been named manager of na- 
tional accounts sales. Feldman joined 
Autolite in 1928 as a battery salesman 
and has served in various sales capaci- 
ties. He also served a term as chairman 
of the merchandising section of the 


American Assn. of Battery Manufactur- 
ers. Vinciguerra came to Autolite from 
Goodyear where he was a staff man in 
battery sales. 

« 

James W. Fairbanks has been named 
western regional manager for national 
accounts for Electric Autolite. He has 
been with Autolite since 1936, starting 
as district manager in six northwestern 
states. Ward W. Robbins succeeds Fair- 
banks as western regional manager for 
replacement sales of spark plugs, wire, 
and cable, electrical service parts, and 


Tires—Batteries—Accessories 





batteries in 11 western states. Robbins 
was formerly district manager for north- 
ern California. 


. 

Winford C. Peterson is back in the 
TBA business at Standard of Indiana, 
this time as head of the department at 
Chicago. Peterson left the TBA depart- 
ment in 1957, going first to the St. Louis 
regional office and later to Huron, S.D., 
as district manager. He succeeded Tom 
Bransford who is now manager of sales 
promotion and sales training. 

* 








heart of your 
business ticking 





* Kellogg-American air 
compressors are 
engineered for longer 
trouble-free life. 

¢ They deliver more air per 
kilowatt hour, which means 
lower operating cost. 


® Warehouses and parts depots are 


located throughout the country. 


* Kellogg-American 
produces over 250 
different standard models 
from 3 thru 20 HP, 
single and two-stage. 


FOR FULL 
DETAILS, CALL 
_ YOUR 
KELLOGG-AMERICAN 
JOBBER 
OR WRITE TO: 


KelloggAmerican 


DIVISION SCAIFE COMPANY ¢ PITTSBURGH 35, -PA. 
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keep ahead of 
competition 


7ODAY 
TOMORROW 


Use these products for 
easier selling, faster service 
and better station operation. 


SELOIL CABINETS . . . 5 models to 
choose from .. . the correct model 
for every type service station. A 

new 48” cabinet to match low 
silhouette pumps. 


es ORR RCRERRON ER NOREOROHS NAMM MNES 9a ABNER A. 


LUBE SERVICE CENTER 
Centralizes write-up 





lube bay service work. 


automatic, econom- 
ical and effective fol- 


and follow-up of | 


This is the most | 





low-up system available. 





REFRESHMENT PATIO 
Brings customers into your station .. . 
organizes vending machine sales . . . 
available in lengths of 6, 12, 18 and 
24 feet. 


FOR MORE INFORMATION WRITE: 


MODERN METAL 
PRODUCTS CO. 


Box 1798 e Greensboro, North Carolina 
Box 691 @ San Jose, California 
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Premiums 





WHAT'S 
NEW 
IN 
PREMIUMS 





SPOT CLEANER comes in several sizes. 
Shown above is the pocket size which 
is priced as low as 8¢ per unit in volume 
orders. A small sample size, imprinted 
with sales copy, can be had for 244¢ in 
quantities of 200,000. R. S. Cowen Co., 
9 E. 38th St., New York 16, N.Y. 


‘MONEY PLANT’ is also called “St. Peter’s 
Penn;.” Pli.t grows to a height of 2 ft. 
with round purple-ard-white flowers. 
Unit price is 8¢ on orders of 1,000. Im- 
printing costs 1¢ per packet, but is free 
on orders over 5,000. Orchids of Hawaii, 
305 Seventh Ave., New York 1, N.Y. 


WOODEN NICKEL makes a novel give- 
away. Several designs are available, and 
new illustrations may be used at extra 
cost. Price for 1,000, including sales 
message (set in type), is $50. Lower prices 
are given on larger orders. Marvic Adver- 
tising Corp., 861 Manhattan Ave., Brook- 
lyn 22, N.Y. 


BANDED GLASSES hold six ounces. Shape 
allows nesting. A variety of color com- 
binations are available in coral, white, 
yellow, and turquoise. Price is 15¢ per 
unit, but a discount of 50% is given 
on bulk orders. Anchor Hocking Glass 
Corp., Lancaster, Ohio. 


TOOL KIT has 15 pieces including open- 
end and box wrenches, screwdrivers, and 
tack-lifters. All are packed in a roll-up 
plastic case. Unit price is 65¢ when 
ordered in bulk. All tools are made of 
chromed steel. Astra Trading Corp., 175 
Fifth Ave., New York 10, N.Y. 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS © SUPPLY/DEMAND e MARKET OUTLOOK e MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAI TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: U. S. demand in 1961 for all oil products will be 
10,098,000 b/d, highest on record, says the Independent Petroleum Assn. of 
America. This is a 2.2% increase from 1960 


Market Outlook: Some Chicago distillate truck haulers are still cutting price, 
giving away what little fat they’ve had in their diets. It’s spreading price weak- 
ness in the Midwest 


How fo Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts: trend 
analysis, industry statistics, and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 
Supply and demand 


STATISTICS 


State gasoline consumption 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 








NPN PRICE AVERAGES* 
Refinery /Terminal 
(¢ per gal.) 


Nov. Oct. 
1960+ 1960 
Gasoline 


(regular) 11.96 11.99 
Kerosine 11.27 11.32 
Distillate 8.85 8.90 
Residual 5.01 5.01 
4 principal 

products 9.37 9.40 
Lube oil 24.47 24.47 


Crude at well 
+4 ($ per bbl.) 2.88 2.88 2.84 


rage 

« 

BG ae 
al 


MILLIONS OF BBLS. 





DISTILLA 


RESIDUAL * 


aie a @oee* eereas 
*Weighted average price, princi- 

pal markets. Crude prices middle 

of month, not monthly average. 
tThrough Nov. 4 


- = 

DSS Game Maser Care co Rh Cay a eos aa See RE ON Se ER 

SS eR BR a a a oe O N 
1952_1960 z | 
































* Hawaii included from March '60 on. ¥ 


MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day)* 
Finished and unfinished gasoline (thous. bbl.) 
Kerosine (thous. bbl.) ** 
Distillate fuel oil (thous. bbl.)t+ 
Residual fuel oil (thous. bbl.)++ 
Crude oil—B. of M. (thous. bbl.) 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) . Ps sh tee ee 7,758 7,907 7,984 
Foreign crude included (thous. bbl. + daily) 1,076 1,022 1,047 
% of refinery capacity operated . 80.0 80.79 81.4 


Refinery Output 
Gasoline (thous. bbl. daily) 3,902 4,014 4,095 
Kerosine (thous. bbl. daily) 413 383 333 
Distillate fuel oil (thous. bbl. daily) 1,798 1,765 1,835 
Residual fuel oil (thous. bbl. daily) 797 817 972 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 6,950 6,818 6,982 
Crude oil imports (thous. bbl. daily) 1,035 987 981 


*Hawaii included beginning March 1960. 
tThrough Nov. 11, except crude stocks Nov. 12. 
**Includes commercial jet fuel beginning March 1960. 
ttIncludes additional company reporting in 1960. 
Source of Data: API Weekly Reports, except 1959, Bureau of Mines. 


November 1960+ October 1960 November 1959 
183,062 185,859 181,016 
36,229 36,677 30,701 
179,154 179,578 171,114 
48,724 49,560 58,587 
235,646 231,257 255,953 


MONTHLY MARKET TRENDS 
Latest Month Previous Month 


Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) 
Service station sales—all commodities ($-million) 
+Gasoline consumption (million gal.) 

Service station permits (number) ... 

Passenger cars—domestic shipments (thous.) 
Trucks and buses—domestic shipments (thous. ) 
Autoniotive replacement tire shipments (thous. ) 
Replacement battery shipments — ) 

Oil burner shipments (thous.) . 


tExcludes Alaska and Hawaii. 


,6,027 (Aug.) 
21.31 (Nov.) 
1,445 (Sept.) 
5,691 (June) 

715 (Sept.) 
378 (Sept.) 
66 (Sept.) 
5,749 (Sept.) 
2,552 (Aug.) 
34.9 (July) 


5,990 
21.55 
1,578 
5,418 
787 
321 
54 
6,389 
2,131 
46.9 
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Supply and Demand 





Forecast: Product Demand in 1961 


U.S. demand is expected to reach 
record high, but gain only 2.2% * 


OTAL DEMAND for products 

from U. S. suppliers in 1961 will be 10,098,- 
000 b/d, the highest on record, says the supply 
and demand committee of the Independent Pe- 
troleum Assn. of America. 

However, this will represent an estimated in- 
crease of only 2.2% from 1960. Revised estimates 
of 1960 demand, compared with that of 1959, are 
also 2.2%. The gain in 1961 will be entirely in 
domestic requirements. Exports, a diminishing fac- 
tor in our trade, will be the same volume as in 1960. 

Compared with 1960, little change in demand is 
anticipated in the early months of the coming year 
(assuming seasonal demands for heating oils is nor- 
mal). During the last six months, IPAA forecasts, 
total product needs will be about 3% greater than 
they were in 1960. 

Product inventories at refineries, particularly of 
gasoline, will continue in 1961 to reflect the efforts 
of refiners to bring their operations into line with 
the now generally recognized slowdown in demand. 

Thus far in 1960, gasoline inventories have re- 
mained well above the levels considered adequate 
for this year (see chart). These stocks have also 
run about 10-million bbl. higher than actual stocks 
in 1959. Adequate gasoline stock levels for the 
quarterly periods of 1961 are estimated to be about 
the same as those set up a year ago for 1960. 

Adequate levels for distillate fuel-oil stocks in 
1961 have been revised moderately from those sug- 
gested for 1960. Thus far in 1960, actual distillate 
inventories were close to the suggested levels, even 
lower in early months. 

Crude runs to refiners’ stills considered adequate 
for current supply and stocks needs are forecast at 
8,215,000 b/d, 1.8% higher than they were in 
1960. This would allow for an over-all run increase 
of 145,000 b/d. Estimated crude runs in 1960 of 
8,070,000 b/d are less than 1% higher than ac- 
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tual runs of 7,994,000 b/d in 1959. Higher gaso- 
line yields from crude oil processed by refiners early 
in 1960 increased gasoline output and offset the 
efforts to hold down crude runs. 

Gasoline—Dcmestic demand in 1961 is forecast 
at 4,228,000 b/d, 2.2% larger than in 1960. The 
seasonally high third-quarter gasoline requirements, 
forecast at 4,485,000 b/d, would be 2.5% larger 
than they were in the same 1960 period. Forecast 
gasoline exports of 40,000 b/d are unchanged. 

Kerosine—Domestic demand of 390,000 b/d 
estimated for 1961 is 8% larger than the estimated 
361,000 bbl. in 1960. The large demand growth in 
1960 and 1961 is due to the greater use of jet fuel 
for commercial gas-turbine aircraft. 

Distillate Fuel Oil — Domestic requirements in 
1961 are“forecast at 1,910,000 b/d, 2.4% larger 
than they were in 1960. Demand in 1960 was 3.1% 
larger than in 1959. Largest needs will be 2,745,- 
000 b/d in the first quarter. 

Residual Fuel Oils—Total demand for this prod- 
uct is expected to drop a small percentage in 1961, 
continuing the trend of recent years. 
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Forecast of 1961 Petroleurm Product Demand* 


* Report of the supply and demand committee of the Independent Petroleum Assn. of America 


2nd Q. 3rd Q. 4th Q. 
1961 1961 


4,450 4,485 


290 
1,240 
1,210 
1,985 
9,210 

198 
9,408 


+ ++1 +++ 
NONAHNON 
NOWNOPLON 








December, 1960 * NATIONAL PETROLEUM NEWS 





Market Outlook 





Chicago: Price Trouble Again 


OME CHICAGO distillate sellers are like Jack Spratt on a diet. Truck haulers 

traditionally live on a lean margin, operating in the price area between whole- 

sale and the jobber. Now some are price-cutting, giving away what little fat 
they’ve had in their diets. 

It all began quietly and in a small way. At first only two or three retailers 
on Chicago’s South Side ran weekly newspapers ads offering No. 2 fuel at 12.9¢ 
gal. against a prevailing tank-wagon price of 14.6¢ gal. This isn’t new or par- 
ticularly exciting to branded jobbers: It’s all part of the usual dull, preseason 
slack period. But this time the ads were renewed week after week. Others joined 
this group of discounters. Price-cutting fanned out to a widening area. If it con- 
tinues, refiners fear it could affect profits in a considerable part of the Midwest. 

Jobbers also are unsettled because they’re unable to find answers to two very 
important questions: Who’s the primary seller? How long will the selling go on? 


Sunray Mid-Continent Moves into Mississippi 

Sunray Mid-Continent has moved into Mississippi with its purchase of Goyer 
Oil of Greenville, Miss. The transfer, effective Nov. 30, includes 16 service sta- 
tions, six bulk plants, river terminal facilities, and some undeveloped property. 


Direct-Sales Push May Be On 


There’s suspicion that a push is on again by major oil companies for controlled 
heating-oil gallonage in the Northeast. This is being read into Esso Standard’s 
purchase of Heat Engineering of Bronx, N. Y., a distillate retail firm with about 
6.5-million gallonage yearly. Trade reports say Esso is negotiating for several 
others. This means that other refiners will have to join the parade just to keep up. 


Haunting the majors in New York City is the wide margin at retail, which some — 
feel tends to keep rack prices soft. The independents swing the NYC distillate 
market. 


Key Crude Oil Prices (ss ot november 15) NPN Gasoline Index 


United States Dealer T.W. Tank Car 


California . cents L. 
Wilmington, 31 gravity ; A ¢ peegee 


~— 3 os ty 279288 November 15 16.42 12.88 
est Texas sour, an MOET 79-2. 
Mid-Continent . Month ago 16.49 12.91 


Oklahoma sweet, 36 gravity ...... 2.62-2.97 
Williston Basin sited Year ago 16.12 12.46 


North Dakota, 36 gravity ......... 2.47-2.87 
ge Dealer index is an average of dealer tank wagon 


prices ex tax in 50 cities. 


Pembina, flat / Tank car index is weighted average of following 
Venezuela wholesale markets for regular-grade gasoline, FOB 
refineries or terminals: Oklahoma, Chicago District, 
Persian Guif, FOB Ras Tanura Minneapolis-St. Paul, California, Philadelphia, Jack- 

Arabian, 34 gravity y sonville, Boston and Gulf Coast. 





NATIONAL PETROLEUM NEWS * December, 1960 





Market Barometer 





PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


120 12.0 REGULAR GRADE 


11.0 11.0 
10.0 10.0 

9.0 9.0 
8.0 8.0 
7.0 7.0 


6.0 6.0 


CENTS PER GALLON 
CENTS PER GALLON 


5.0 5.0 
4.0 4.0 
3.0 3.0 


year 5). 33.:55:37. # JFMAMJJASOND YEAR 51 53°33 3 DB JFMAMJJASOND 
1960 1960 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


4.66 


4.40 


- rs 
& & 
3 3S 
ry 
g 








r+ 











| | 
OVER CRUDE 1.20 +++ SPREAD: 

1.00 -—- 

j | tt 

TTT Tri 
— A 
LL 
YEAR 51 53 55 57 59 JFMAMJJASOND YEAR 51 53 55 57 59 JFMAMJJASOND 
1960 1960 


ry 
2 
tJ 


Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)-——7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, east of California. markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN‘s associated publication. Arrows 
indicate upward and downward movement of 
the price preceding the arrow. Prices as of 
Nov. 15. Last previous listing: Oct. 17. 
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No. 6 fuel....... 8.25 


Wilmington, N. C. 
Kerosine, No. 1. . 
No. 2 fuel 


Refinery and Terminal Prices 
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Tank Wagon Prices 





Prices for gasoline do not include taxes; they Kerosine tank wagon prices also do not in- 
do, however, include inspection fees, amounts clude taxes; kerosine taxes where levied are 
of which may be obtained by writing to NPN. indicated in footnotes. Discounts, if any, are 
Gasoline taxes, shown in separate column, in- shown in footnotes. These prices in effect No- 
clude 4¢ federal, and state taxes; also city and vember 15, 1960, as posted principal mar- 
county taxes as indicated in footnotes. keting companies at their varters’ offices, 

but subject to later correction. 
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Tank Wagon Prices 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank’wagon/and retail prices for regular-grade (house-brand) gasoline, and taxes 


are shown below. Figures"are in ¢ per pi (i) and (4) indicate increases or 
in 55 representative,U. S. cities on Nev. 1, 1960 es compiled by National Petroleum News nd 


compared with Oct. 1, 1960. Tax col. indicates only motor fuel taxes levied as saan 
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High resistance X-52 Mexican produced steel plate 
was used 100 per cent to manufacture the cold ex- 
panded 0.625-inch, 0.438-inch and 0.344-inch pipe. 


@ One of the major PEMEX projects nearing completion 
is a 941-mile, 24-inch dry natural gas line from the 
absorption plant in Ciudad Pemex, Tabasco, to Mexico 
City, with a 165-mile, 14-inch extension to the farm- 


ing and industrial as of Sal . 
. re seen Ot SES Main line and branches will be completed simulta- 


The main line runs across marshlands, plains and moun- 
tain ranges, with eight underwater river crossings. 
It branches out along the way to reach several indus- 
trial centers. 


PETROLEOS 


neously by the end of the year. Initial operation is 
scheduled for January 1961 to convey 220 million 
cubic feet per day to destination. Full capacity will 
be 550 million cubic feet. 


MEXICANOS 
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taxabie gallonage for which separate figures are no longer reported beginning January 1960. 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, M. Y. 


This Is Your Market Place 














ge, plus estimate of non- 


tRhode Isiand gasoline tax increased one cent (1¢) June 1, 1960. 


i] 
WO 
on 
or 
- 
Vv 
i] 
a 
— 
“ 
4] 
a 
a 
cs 
et 
La) 
=> 
2 
= 
t=) 
— 
Qa. 
E 
= 
S 
Ww 
a 
= 
“o 
= 
ie ] 


ma addition there is the Federal Tax of four cents (4¢) per gallon. 
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Coming 


leetings 





Interstate Oil Compact 
meeting, Westward Ho Hotel, 
zona, Dec. 5-7. 


Private Truck Council of America, Wey 
fleet maintenance exposition, The Colix m, 
New York City, Dec. 5-8. 


Towa LP-Gas Assn., industry conferer ce, 
Hotel Kirkwood, Des Moines, Dec. 124 


Oil Industry TBA Group, annual meeting, 
Chase-Park Plaza Hotels, St. Louis, Dec. 
12-13. 


JANUARY 1961 


Arkansas LP-Gas Assn., semiannual meet” ig, 
Hotel LaFayette, Little Rock, Jan. 8-9. 


Kentucky Petroleum Marketers Assn., an- 
nual meeting, Brown Hotel, Louisville, Jan. 
17-19. 


Northwest Petroleum annual conven- 
tion and trade show, Nicollet Hotel, Min- 
neapolis, Jan. 18-19. 


Kansas Oil Men’s Assn., 46th annual con- 
vention, Broadview Hotel, Wichita, Jan. 
22-24. 


FEBRUARY 


Missouri Petroleum Assn., annual meeting 
and trade show, Hotel Muehlebach, Kansas 
City, Feb. 6-8. 


Iowa Independent Oil Jobbers Assn., annual 
convention and trade show, Ft. Des Moines 
Hotel, Des Moines, Feb. 14-15. 


Intermountain Oil Jobbers Assn., annual 
convention, Tropicana Hotel, Las Vegas, 
Nev. (exact date unknown at publication). 


oe] 


MARCH 


Wisconsin Petroleum Assn., annual meeting 
and trade show, Hotel Schroeder, Milwau- 
kee, Mar. 1-2. 


Illinois Petroleum Marketers Assn., annual 
meeting and trade show, Hotel Morrison, 
Chicago, Mar. 7-8. 


Ohio Petroleum Marketers Assn., annual 
convention and trade show, Deshler Hilton 
Hotel, Columbus, Mar. 22-23. 


APRIL 
Texas Oil Jobbers Assn. and Texas Petro- 


leum Marketers’ Assn., annual meeting and 
trade show, Baker Hotel, Dallas, Apr. 6-8. 
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Western Petroleum Refiners Assn. annual 
meeting, San Antonio, Tex., Apr. 9-12 (hotel 
unknown at publication). 


American Society of Lubrication Engineers, 
annual meeting and exhibit, Bellevue-Strat- 
ford Hotel, Philadelphia, Apr. 11-13. 


Kansas LP-Gas Assn. 16th annual conven- 
tion, Allis Hotel, Wichita, Apr. 16-17. 


National Petroleum Assn., semiannual meet- 
ing, Sheraton-Cleveland Hotel, Cleveland, 
Apr. 19-20. 


Oil-Heat Institute of America, annual meet- 
ing and convention, Statler Hilton Hotel, 
Washington, D. C., Apr. 23-26. 


API Division of Marketing, Fuel Oil Com- 
mittee, Grand Hotel, Point Clear, Ala., Apr. 
27-30. 


Petroleum Gas Assn., annual 
and trade show, Conrad Hilton 
Hotel, Chicago, Apr. 30-May 3. 


MAY 


API, Division of fuel oil com- 
mittee meeting, Grand Hotel, Point Clear, 
Ala., May 1-3. 


National Tank Truck Carriers, annual meet- 
ing and trade show, Netherland-Hilton Hotel, 
Cincinnati, May 1-3. 


North Carolina Oil Jobbers Assn., annual 
meeting, The Carolina Hotel, Pinehurst, 
May 4-7. 


Pennsylvania Petroleum Assn., 
Springs Hotel, Bedford, May 7-9. 


Bedford 


Assn. of American Battery Manufacturers, 
The Roosevelt Hotel, New Orleans, May 
15-17. 


API Division of Marketing, mid-year meet- 
ing, Americana Hotel, Miami Beach, May 
16-19. 


Engineers, 

tel Morrison, Chicago, Oct. 17-19. 
Assn. of American Battery Manufacturers, 
The Palmer House Hotel, Chicago, Oct. 
26-28. 


National Lubricating Grease 
Rice Hotel, Houston, Oct. 29-Nov. 1. 


National Of] Jobbers Council, Congress 
Hotel, Chicago, Nov. 8-11. 


American Petroleum 
meeting, Chicago, Nov. 13-15. 


First Listing 


annual 





Michigan Petroleum Assn., Michigan 
State University, East Lansing, Jan. 
23-25. 


Nebraska Petroleum Marketers, Uni- 
versity of Nebraska, Lincoln, Feb. 7-9. 


Colorado Petroleum Marketers Assn., 
University of Colorado, Boulder, Feb. 
14-16. 





MANAGEMENT INSTITUTES 


Northwest Petroleum Assn., Oil Men’s 
Club oe Hotel Nicollet, Minneapolis, 
Mar. 8-10. 


Kansas Oil Men’s Assn., University of 
Kansas, Lawrence, Apr. 5-7. 


North Carolina Oil Jobbers Assn., 
The University of North Carolina, 
Chapel Hill, Apr. 17-21. 


Missouri Petroleum Asm., University 
of Missouri, Columbia, Apr. 18-19. 
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ovER 100 MILLION G2) Batteries 


Facts—without wild-eyed claims or exaggerated sales 
tales—are the finest endorsement we can offer for 
private brand batteries manufactured by The 
Electric Storage Battery Company. 


Fact #1—ESB experience pays off in a reliable prod- 
uct. Satisfied customers mean repeat sales. 


Proof: Production of more than 100 million bat- 
teries during nearly three-fourths of a century 
assures highest standards of manufacturing effi- 
ciency and quality control. 


Fact #2—Continuing research and development (260 
patents) produces ESB batteries that keep abreast 
of automotive trends and requirements. 


Example: One of the more recent ESB develop- 
ments, Formula 57 manufacturing process, com- 


| =e = 
PACKAGED POWER 


‘PRIVATE BRAND SALES 


THE ELECTRIC STORAGE BATTERY CO. - Cleveland 1, Ohio 


bats negative plate sulfation. This means that wet 
charge marketers enjoy greatly prolonged shelf 
life before recharging is necessary. Formula 57 
batteries have improved dry charge activation. All 
Formula 57 batteries stay “fresher” in service. 


Fact #3—ESB manufacturing facilities provide fast 
delivery . . . lower freight rates. Sixteen plants and 
warehouses are located strategically across the 
United States. 


Fact #4—Growing lists of major-marketer customers 
and production of over 100 million batteries attest 
to ESB’s acceptance in the marketplace. A working 
partnership between your organization and ESB 
can well be the answer to modern, profitable 
battery marketing for you. We’d like to tell you 
more. Write us. 


°* AUTOMOTIVE DIVISION. 
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Mack PowerDivider distributes torque equally in normal 
operation, exactly like a conventional differential, but be- 
cause of its cam-and-plunger design it automatically directs 
75 per cent of torque to the wheel having greater traction 
when slipping occurs. It is this bias of torque that makes the 
PowerDivider superior to lock-out differentials. 


Is slippery going slowing down your schedules? 


Mack PowerDivider differential 
provides surer footing in bad weather 


Are your four-wheel units hampered by 
winter’s snow and ice? Then Mack has 
the answer to your problem— Mack 
tractors equipped with the exclusive 
Mack PowerDivider differential which 
eliminates the need for skid chains dur- 
ing slippery winter weather conditions. 

Now you can have the kind of sure- 
footed traction usually associated only 
with Mack six-wheel, Balanced Bogie- 
equipped units by specifying the Power- 
Divider in your next Mack. 

No more undue scheduling worries 
because of ice and snow. The Mack 
PowerDivider automatically transfers 
ample power to the wheel with traction 


to get your vehicle out smoothly . . . un- 
like manually-controlled lock-out differ- 
entials which create harmful axle over- 
loading by directing all the power to the 
driving wheel . . . and eliminate differ- 
ential action if left locked. 

A true differential in every respect, 
the Mack PowerDivider takes the place 
of conventional differential gearing, fit- 
ting compactly inside the carrier of the 
Mack Dual Reduction assemblies most 
commonly used in highway service. Its 
cam-and-plunger principle has been thor- 
oughly proved in 20 years of operation, 
as the inter-axle differential on famous 
Mack six-wheelers. 
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To learn how the Mack PowerDivider 
can help your operation meet winter- 
time scheduling problems, call your 
Mack representative. He’ll be glad to 
explain how its operation fits your 
particular needs. Mack Trucks, Inc., 
Plainfield, New Jersey. Mack Trucks of 
Canada, Ltd., Toronto, Ontario. 


MAC K 


FIRST NAME FOR 


TRUCKS 
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why <* 3 
y Tested at speeds up to 128 miles per hour...in sizzling 110° heat... over tire- 


killing chuck holes...tires made with TYREX cord insured maximum safety and comfort under the 
toughest driving conditions possible. But, even these tests didn’t impress the automotive engineers. Their 
decision was based on the cold facts of their own independent testing. These tests proved that tires with 
TYREX cord contributed measurably to the ride characteristics of their new cars. This was and is their 
principal coucern—that the tires become a part of—and complement te chassis and suspension systems that 


have literally cost them millions of dollars to develop. 
THESE ARE THE FACTS! — NOT CLAIMS! Tires made with TYREX tire cord: 


Give up to 17% more mileage. Give more resistance to impacts. Run 3% cooler at turnpike speeds. Give a 


smoother, quieter ride. So, for safety, for smoothness, for your customer satisfaction, recommend tires 
made with TYREX cord! _ TYREX INC., Empire State Bldg., 
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first thing 
American car maker 
on his new cars: tires 


with TYREX tire cord 


(Not just once, but in 1959, 1960—and again on every make of 1961 car) 


° best by test 
y, VAILK vw CORD 
arn and cord. TYREX tire yarn and cord i and ilable in Canada. 


4 4 





is also pr 
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>(( new-car ACtion 


7 new sales 





Engineers specify AC for more new Cars. It's the 
brand that’s best for replacement, too. Here’s why— 


va 


Only AC has the exclusive “Hot Tip”— The exclusive “Extended Shell” — spe- The exclusive “Solid Core” resistor— 
that heats faster and cools faster to stay cially engineered for Pontiac, Buick, specially engineered for Plymouth, 
clean longer... Ford, Lincoln and Mercury cars... Dodge, De Soto and Chrysler cars. 


get the selling edge with 
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for your dealers’ customers... 


ACtion for you! 





AC's continuous advertising... AnG--heve are aNee 


advantages your dealers get 


in magazines and on radio, TV and when they stock and sell AC: 
billboards ... helps keep AC products @ Wide accessory line of the high- 


. est quality products—sold and 
moving to your dealers’ customers. promoted by qualified field 
personnel. 


AC's round-the-clock, round-the-calendar advertising sells Finest sales assistance based 
on market research, distributor 


hard: In magazines—leading consumer, trade and special inter- councils, and continuous sales 

est publications . . . on radio—covering 96% of the nation's training programs. 

listeners .. . on TV—reaching into millions of customer homes reese profit margins through 
4 . ‘ astest turnover; plus, AC's con- 

each week... and on outdoor billboards—covering all important ineeue pieduct laprevement 

markets. AC advertising helps build the traffic that spells more policy. 


AC sales and profits for you and your dealers. Greater spark plug replacement 
potentiali—because ACs are 


AC Spark Plug SP The Electronics Division of General Motors original equipment on more new 
cars than any other brand. 











fire-ring spark plugs 
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Badge of quality 
in a gasoline 
...its blended 
with an 


| AMOCO 


530 Series 
Antioxidant 


The Amoco 530 Series of antioxidants includes 
the three principal gasoline antioxidant types. 
These products will effectively retard 

the formation of gum during the storage 

of your gasoline. 


The Amoco antioxidants have special additional 
advantages. Three of them—Amoco 532, 533 
and 534—are insensitive to both water and 
caustic. They stabilize TEL and prevent 
degradation as well as precipitation in storage. 
In addition Amoco 532 may be used to inhibitor 
sweeten gasoline. AMOCO 533 is also an 
excellent antioxidant for industrial oils. 


Petroleum additive specialists from Amoco 
Chemicals will be happy to consult with you on 
your lubricating oil and gasoline additive 
programs. Your inquiry will receive 

prompt attention. 


AMOCO 530 SERIES I 


Antioxidants 
AMOCO 531—N-Butyl-p-aminophenol 
in isopropanol 
AMOCO 532—N, N’-Disecbutyl-p- 
A ap th site eri 
AMOCO 533—2,6-Diterbutylparacresol 
Lutte AMOCO 534-2,6-Diterbutylparacresol 
CHEMICALS in toluene 


AMOCO CHEMICALS CORPORATION 
Department 4196 
910 South Michigan Avenue, Chicago 80, Illinois 


: 
ls 








NEWS NOTES 


Leonard S§. 
Marshman, mana- 
ger of Mobil Oil 
Co.’s wholesale 
department in 
New York, is 
moving to Los An- 
geles to become 
manager of the 
company’s crude- 
oil and gas-liquids 
department. He 
succeeds A. D. 
Bennison, who will 

retire Jan. 1 after 41 years with Mobil. 

Marshman joined Mobil in 1933 and 
held various gasoline and fuel-oil mar- 
keting positions along the Eastern sea- 
board before coming to New York in 
1952 as manager of the overseas crude- 
oil distribution division. In 1957 he be- 
came manager of the fuel-oil marketing 
division, and in 1959, manager of the 
wholesale department. 

In his new position, Marshman will be 
responsible for purchases, exchanges, and 
sales of crude oil and gas liquids to bal- 
ance supply and demand in the com- 
pany’s West Coast operations. 

A member of API’s fuel-oil commit- 
tee, Marshman is also director of the 
National Fuel Oil Council. 


Whalen 


J. Ronald Getty, formerly marketing 
manager for Tidewater Oil Co., Los 
Angeles, has been appointed president 
and general manager of Veedol Interna- 
tional, new Tidewater European sub- 
sidiary. Getty, who will be headquar- 
tered in Switzerland, will direct the op- 
erations of most of Tidewater’s European 
manufacturing and marketing subsidi- 
aries. 

Getty will be succeeded by Don T. 
Whalen, formerly western division mar- 
keting manager. W. B. Dubin, recently 
appointed retail sales manager for Tide- 
water, will succeed Whalen. 


© 
Alexander B, Clark, manager of the 
manufacturing department of Standard 
Oil Co. (Ohio), is now vice president of 
manufacturing for the company. Clarke 
joined Sohio in 1941, and held various 
engineering and sales positions before 
becoming manager of manufacturing in 
1959, 
J 
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OUTGOING president of the American Credit Petroleum Assn., W. J. Habkirk 
(r), British American Oil Co. Ltd., hands over the gavel and presidency to H. W. 
Dugdale, Shell Oil Co., at the association’s 36th annual conference. 


H. W. Dugdale, assistant general credit 
manager of Shell Oil Co., succeeds W. J. 
Habkirk of British American Oil Co. as 
president of the American Petroleum 
Credit Assn. (See photo). 

Born in Dublin, Ireland, Dugdale grew 
up in California where he joined the 
Shell Co. in 1930. 

He has been credit manager of Shell’s 
San Francisco, Oakland, Spokane, At- 
lanta, and Detroit divisions. He was for- 
merly the executive vice president of 
APCA, and has served as president of 
the Detroit Assn. of Credit Management. 
He organized and was first chairman of 
the Detroit Petroleum Credit Group. 

Dugdale has also been active in the 
Retail Credit Assn., and has conducted 
classes in credit for retail groups at 
Western Michigan College. 

a 


The North Car- 
olina Oil Jobbers 
Assn. elected new 
officers at its an- 
nual meeting in 
Asheville, 
G. E. 
Maultsby, 
jobber from Jack- 
sonville, succeeds 
T. Ed Brown of 
Wilson to the pres- 
idency. Other of- 
ficers elected 
were: E. P. Godwin, vice president, 
Wilmington; A. J. Carey, fuel-oil vice 
president, Kinston; Sink A. Walser, 
treasurer, Salisbury; and Donald Ste- 
phens, chairman of the consignee sec- 
tion, Madison. Don Ward was re-elected 
executive secretary. 
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New officers for the Mississippi Oil 
Jobbers Assn. are: H. S. Williford, pres- 
ident, Jackson; L. B. Paime, vice presi- 
dent, Meridian; and Brown Williams, 
secretary-treasurer, Philadelphia. 

New directors for the association are: 
J. P. Daly, Louisville; D. B. Dotson, 
Winona; M. G. Acker, Sr., Greenville; 
J. T. Dehmer, Jackson; Ray F. Hender- 
son, Carthage; and Tommy Munro, Bil- 
Oxi. 


H. S. M. Burns, president of Shell Oil 
Co. since 1947, will retire at the end of 
the year. His successor is Monroe E. 
Spaght, executive vice president of the 
company since 1953. 

Burns, a graduate of the University of 
Aberdeen and Cambridge University, 
came with Shell as a geophysicist in Cal- 
ifornia. He later served in the market- 
ing department on the West Coast, and 
after that as general manager in Vene- 
zuela and Colombia. In 1946, he re- 
turned to the United States as senior vice 
president. 

Spaght began as a research chemist 
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with Shell in 1933, and concentrated on 
research and refinery operations during 
his earlier years with Shell. He became 
vice president of the Shell Development 
Co. in 1946, and president of that com- 
pany in 1949. 
a 

Gulf Oil Corp. now has a new chair- 
man of the board and a new president. 
W. K. Whiteford succeeds Ralph O. 
Rhoades as chairman of the board 
Whiteford will continue as chief execu- 
tive officer and Rhoades will remain a 


member of the board. E. D. Brockett, 
executive vice president, will succeed 
Whiteford as president of Gulf. Before 
joining Gulf, he was president of British 
American Oil Co. 


s 

Nebraska Petroleum Marketers, Inc. 
held its 40th annual convention recently, 
and elected new officers for 1961. They 
are: L. H. Grosshans, re-elected presi- 
dent, Beatrice; Bob Poulson, first vice 
president, Elm Creek; and Harold Jac- 
obs, second vice president, Lincoln. Tom 








Vari-Flo changes capacity instantly 


Do you have pumping jobs that vary from a “dribble” to 

a “‘gusher’’? Then, you should learn about the new Blackmer 
Vari-Flo . . . the variable-capacity pump that just might do the 
job several pumps are doing for you now. The Vari-Flo is 

much like the Blackmer vane-type rotary pumps you know 
about, but it has the important addition of a dial-operated “flow 
changer” that varies the capacity of the pump. Does it with 

an ordinary standard motor, too .. . no costly variable-speed 
drive is needed. Whether you’re filling a tin can or a 

tanker, you can dial the proper flow rate as easily as phoning 
your Blackmer distributor. Which, by the way, is a very 

good idea if you see a chance for an application, 


Or, write for Bulletin 600. 


sc desgt “liquid materials handling"® equipment 


BLACKMER 


-R / vari-flo pumps 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


Find your Blackmer Man under “Pumps” in the Yellow Pages 
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Witt, Pender; E. H. Lohr, Columbus; 
L. L. Snyder, Blair; and Fred K. Evans, 
Arapahoe, were all elected to three-year 
terms as directors. 

2 

The Indiana Independent Petroleum 
Assn. changed its name to Independent 
Oil Marketers Assn. of Indiana and 
elected eight new directors at its annual 
fall convention (see page 26). New di- 
rectors are: H. M. Clark, Jr., Crown 
Point; Arnold Longfellow, Elkhart; Rob- 
ert K. Irons, Kendallville; O. W. Stevens, 
Terre Haute; James A. Hogshire, Jr., 
Indianapolis; R. V. Tarrant, Vincennes; 
J. Arnold Jones, Anderson; and John 
Holmes, Indianapolis. 

« 

Colorado Petroleum Marketers Assn. 
elected Harvey Luckett of Boulder as its 
president for 1961. Luckett, president 
of Luckett Oil Co., a Phillips jobbership, 
succeeds Paul Bradley of Colorado 
Springs to the presidency. Frank Tall- 
man of Pueblo was elected vice presi- 
dent, and Henry C. Cook of Denver, 
treasurer. 

Elected directors for three-year terms 
were: A. J. “Tony” Bartkus, Boulder; 
Sanford D. Lucy, Sam Ross, and Arnold 
Siegel, all of Denver. Hugh B. Hill of 
Colorado Springs was elected to fill a di- 
rector’s vacancy for one year. Marion 
Strain was reappointed executive secre- 
tary for another year. 

« 

Tennessee Oil Men’s Assn. re-elected 
E. C. Browder, Harriman Oil Co., Har- 
riman as president at its recent annual 
convention in Nashville. Others elected 
were: H. D. Glasgow, Memphis, vice 
president for west Tennessee; John Hen- 
derson, Morristown, and Carlyle Jen- 
nings, Murfreesboro, vice presidents; 
Bates R. Parman, treasurer; and Howard 
Hay, Athens, J. E. McKee, Sparta, and 
C. B. Singleton Jr., Trenton, directors 
at large. Elizabeth Walker and Charles 
G. Neese were reappointed executive 
secretary and general counsel, respec- 
tively. 

* 

Four changes have been announced at 
Sinclair Refining Co. and Sinclair Oil 
Corp. 

Richard J. Cotter, general sales mana- 
ger of Sinclair Refining Co.’s Eastern 
marketing region, has been elected a 
vice president for the company. He’s 
been with Sinclair for 36 years. 

George F. Kuhn, administrative as- 
sistant to the vice president of operations 
at Sinclair Oil Corp., has been elected 
to the board of directors for Sinclair and 
BP Sales Inc. He’s been with the com- 
pany for 34 years. 

In the industrial relations department 
at Sinclair Oil Corp., Vincent R. D’AI- 
lesandro has been named director of the 
department, responsible for all functions 
relating to the handling of union rela- 
tions. C. D. Owens, Jr. moves from in- 
dustrial relations to become director of 
personnel for the company and its sub- 
sidiaries. D’Allesandro has been with 
Sinclair since 1945, Owens since 1949. 
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FOR MODERNIZATION 
WITH ECONOMY AND EFFICIENCY.... 


Y’ LIGHTS from GUARDIAN 


In a complete range 
to fit any station, 
every budget 


GUARDIAN GUARDIAN 
“Y’UGHT UNITS =F FLEX-0-BEAM 
using Royal-T, 


Golden-T, or 
Thrif-T Fixtures 


Tilt-up styling that gives a “new look” to 
any station, large or small. Mount any one of the 
nationally accepted Guardian “T” Fixtures— Pn 
Royal-T, Golden-T, or Thrif-T—on a ) Pi ain 7 
Guardian “Y”’ Pole. pivots on rigid 
1 center... sideways 
adjustment from 
horizontal to 30° 


Here’s the last word in flexibility—tailor-made lighting to suit 
your own needs with Flex-O-Beams . . . whether you want to light If it is desired to mount existing island 
islands, parking areas, or approaches. Youcan mount two “7” lights in“Y” style for a more 
fixtures, giving adjustability to provide greater light throw and extra modern look, Guardian manufactures a 
truck clearance where required. Flex-O-Beams can also be used  ©O™Plete line of “Y"’ poles w hich will 
: ‘ “ 4 fit your present “T” lights. Consult the 
with sweep-type poles, single end mounted in cantilever style, Io i 
bs factory for details and drawings. 

or center mounted on floodlight poles for area or approach uses. 


7 | a : oe Guardian Light Company 


id po 500 NORTH BLVD. + OAK PARK, ILLINOIS 


Representatives in All Principal Cities 
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Midwest marketer stops 
customer complaints 
on fuel by using... 


A TRETOLITE 
COMPANY PRODUCT 


These bar charts illustrate the results on some 
of the comparative tests conducted. Additive 
“B” was the additive which TOLAD replaced. 


During a recent heating season, a midwestern 
oil company was plagued with customer com- 
plaints, stemming from frequent plugging of 
filters in domestic heating systems . . . despite 
the fact that the refiner was using a commercial 
additive to prevent such difficulties. 

The company inspecte ed the household fuel 
tanks and filters of its customers, These in- 
spections showed the fuel oil to be highly 
unstable, which resulted in the formation of 
sludge. The sludge was plugging the filters. 

The refiner conducted comparative fuel addi- 
tive tests, and, based on the results, selected 
Totap* Fuel Additive. During the ensuing 
heating season, with Totap in the fuel oil, 
sludge formation was virtually nil. 

The only customer complaints received were 
the result of faulty burner adjustment. The 
use of ToLap is now routine with this refiner. 

To improve the storage stability of your fuel 
oils, and cut additive costs at the same time, 
ask your Tretolite refinery service engineer 
about ToLap Fuel Additive, or write... 


FA-60-5R 


* Registered trademark of Petrolite Corporation 


PHTROLITE 


CORPORATION 


TRETOLITE COMPANY 


DIVISIONS 
369 Marshall Avenue, Saint Louis 19, Missouri 
200 South Puente Street, Brea, California 
Offices and Representatives in 
CANADA « ENGLAND e VENEZUELA ¢ BRAZIL 


COLOMBIA « GERMANY « ITALY « JAPAN « KUWAIT ¢ 
MEXICO »* NETHERLANDS © PERU ¢ TRINIDAD 
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SEARCHLIGHT SECTION 
EMPLOYMENT: OBPORTUNITIES {SME 


DISPLAYED RATES—— UNDISPLAYED 


individual Spaces with border rules for prominent 
display of advertisements. 

The advertising rate is $17.75 per inch for all 
advertising appearing on other than a contract 
basis, Contract rate quoted on request. 

Employment Opportunities—$31.00 per inch, sub- 
ject to Agency Commission. 

An advertising inch is measured %” vertically on 
one column, 3 columns—30 inches—to 4 page. 


$1. ~ per line, minimum 3 lines. To figurs advance 
yment count 5 average words as a line. 
Positions Wanted te one-half of 
‘oo in N Zi 


aox 
an Franc sco offices count as one additional line., 
Discount of 10% if full pment is made in advance 
for 4 consecutive insertion: 
Send NEW ADS or Yooubile to Classified 
fecnons. Division NATIONAL PETRO- 
LEUM NEWS, P.O. Box 12, New York 36. 








REPRESENTATIVE 
WANTED 


Filter manufacturer seeks representa- 
tive presently calling on oil and TBA 
distributors. We are leading producers 
of a top quality, complete line of oil, air 
and gas filters. Private brand produc- 
tion and complete engineering and 
laboratory facilities. Advise territory 
covered and factories represented. If 
you qualify, a personal interview will 
be arranged. RW-5651 National Pe- 
troleum News Class Adv. Div., P.O. 
Box 12, N.Y. 36, N.Y. 








ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to ofhce neereee you, 
: m Box 12 
0 N. Michigan Ave. 
SAN PRANCISCO 4: 68 Post St. 











Wanted: 


IDEAS yo oars, 
VALVES AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY: 
UNIVERSAL. VALVE .CO. 
409 South Street, Elizabeth, N.J. 








FOR SALE 


One oil truck, one tractor, 3 trailer tanks. 
Various makes and sizes. Fully equipped. 
Good condition. Bargain prices. 


LANGIE FUEL SERVICE INC. 
330 Main St., E. Rochester, N.Y. 








At Salvage 


Complete Fueloil Marine Plant 


Tanks—pumps—meters—loading racks 
High Pressure boiler—Asphalt installation 
Foamite a 1 million gallons 


Owne 
807 Zerega Ave., New York 72, N.Y., TA 8-4200 














FOR INFORMATION 

About Classified Advertising Contact 
The McGraw-Hill Office Nearest You. 
Ai Sz Poschtree st. N. E. TA MILLER 


C 
CHICAGO, 
520 wath Moni gan Ave. PIS. sag yo 
CLEVE { perior - 
1164 Niuminating Bldg. w. tae SULLIVAN 
ALLAS, 2 Riverside 7-5117 
1712 Commerce St.. Vaughn eating i 
DENVER, 2 ne 5- 
1700 Broadway, Tower Bldg. J. PATTEN 
WoOodward 2-1793 
scot Bidg. P. HAMMOND 
ON, 25 
1 Bid Room W-724 
pee kit < JAckson 6-128! 
GENE HOLLAND 
LOS ANGELES, [7 HUntley 2-5450 
1125 W. 6 St. w. C. GRI 
NEW YORK, 36 
500 Fifth Ave. H. 
R. P. LAWLESS, T. W. BENDER 
PHILADELPHIA, 3 TOcust 8-4330 
Six Penn Center H. W. BOZARTH 
PITTSBURGH, 22 EXqgees 1-1314 
4 Gateway Center PIERCE 
or, ade 8 or Olive St. person ed 
cisce, Ouglas 
68 Pat 3 R. KOCH 








POSITION VACANT 


Man for pump and tank work, must . be 
thoroughly experienced—supervisory capacity. 
(Phila. area), P-5628, National Petroleum News. 


POSITIONS WANTED 


Comptroller-Tr er for organization seeking 
top management addition who has strong leader- 
ship traits, keen analytical ability, and out- 
standing planning and performance talents. 
Heavy experience in large petroleum marketing 
organization. ~~ 8 employed. seer § med- 
ium-size company with growth ten ti - 
5541, National Petroleum News. ek — 


Sales Rep. with a well-qualified in dealer 

procurement & real estate desire position with 

more management responsibility in small, ex- 

paaes company, PW-5702, National Petroleum 
ews 




















WANTED 


Anything within reason that is wanted in the 
field served by National Petroleum News can 
be quickly located through bringing it to the 
attention of thousands of men whose interest 
is assured because this is the business paper 
they read. 











LEGAL NOTICE 





STATEMENT RE UIRED BY THE ACT OF AUGUST 
24, 1912, AS AMENDED BY THE ACTS OF MARCH 
3, 1933, ree JULY 2, — AND JUNE 11. 1960 

(74 STAT. 208) SHOWING 
OWNERSHIP, MANAGEMENT, AND 
CIRCULATION OF 

NATIONAL PETROLEUM NEWS publi =" th 

oo Pennsylvania for October 1. % 960." ses 

bad —— ae addrocoes of the heen editor, 


d business managers are: Published 
ak SON Se Gemoeay, Inc., es 


ow York es 
John Bethell, Shoo" West ‘nd. St., 


New York yok = + 
The is McGraw- yu Kg Company, 
330 West 4 42nd ne fe York 36, N.Y. Stockholders 
holding Fd or more stock are: Donald Cc. eg & 
. Chevalier, “sipoen under Indenture of Trust 
dated 1 14/21, as modified; Don- 

raw 





West 42nd ‘st 


G w. Donald C. McGraw and Catharine 
Bock. Executors; (all of 330 West 42nd Street, 
ork 36, N.Y.); Grace M oF rene it. 
.. Calif. ; Aaiiiated Fund, Inc. 68 Wail St.. 
ned oY P.O. Box 491. Church ee 
Station, New York. “Touchstone & Co., c/o Wel- 
lington Fund, Ine., Ciaganont, Beisware 
8. The known bondholders, mortgag: and on se- 
curity holders owning or hoiding 1 percent or of 
tre Nine of bonds, mortgages, or other securities 
are: one. 


2 ont 53 include, in cases where the 


e e - 

trustee is acting; also the s 

graphs s 4 Ow 

the circumstances and conditions under which stockholders 
and security holders who do not ee ] 
of company as yey hold stock securities in 
a capacity Basen than that of a bona fide owner. 

5. The average number aa copies of each issue of this 
publication sold = distributed, through the mails or 
otherwise, to pai pl during the 12 months pre- 
ceding the date shown above was: 19,582. 


McGRAW-HILL PUBLISHING ANY, INC. 
By John J. ©, Secretary 


te and subscribed before me this 15th day of 
A. By 1960. 


[SEAL] JANET A, HARTWICK 
(My commission expires March 30, 1961) 
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Bring Service Stations out of the Night 
and into the LIGHT . 














with erouse/ramps floodlighting ! 


From approach-way to wash rack, the well-lighted service station beckons 
business like a beacon in the night. Inside and out, its bright 
appearance invites drivers to “fill up and freshen up,” and is especially 
reassuring to women. This is the service station lighted by Crouse-Hinds. 
Fifteen different Crouse-Hinds floodlights, each designed for a specific 
function, give any station a competitive edge — on highway or byroad. 
Providing twice the light of other fixtures with same lamp size, Crouse-Hinds 
true-color sign lighting alerts drivers to “stop here.” Approach-way and 
pump island floodlights then escort them from road to point-of-service (and sale). 
Good lighting is a sound service station asset. Invest in the best — 
and pay less — with Crouse-Hinds floodlights. 


OFFICES: Atlanta Baton Rouge Birmingham Boston Buffalo Charlotte Chikago Cinennati Cleveland Corpus Christi Dollas Denver Detroit Houston Indianapolis Kansas City 
los Angeles Milwavkee New Orleans New York Omoha Philadelphia Pittsburgh Portland, Ore. St. lovis St. Paul Salt loke City Son Francisco Seattle Tulsa Washington 
RESIDENT REPRESENTATIVES: Albany Scltimore Reading, Pa. Richmond, V: 

Crouse-Hinds of Canada, Lid., Teronte, Ont. Crouse-Hinds-Domex, S$. A. de C. V. Mexico City, D. F. Peterco, Sao Pavlo, Brazil 





r 


MORE THAN 
200 MILLION EXTRA 
TON-MILES OF 
PAYLOAD IN JUST 3 YEARS 


WITH TIMKEN-DETROIT 


LIGHTWEIGHT TANDEM 


In the five years since Rockwell-Standard 

introduced Timken-Detroit Lightweight Tandems, thousands 

of users have rolled up millions of extra ton miles of payload. Check 
the superior features illustrated at right. They are some of the 
reasons why these axles are first choice with over-highway operators: 


Plus these additional Timken-Detroit advantages: 
@ In-line drive reduces wear on ® High degree of parts 
working parts interchangeability 
@ Large selection of gear ratios ® Torsion-Flow axle shafts 
© Wide range of capacities — 8 models from 22,000 to 44,000 pounds 


CORPORATION 


Aiibthier TAouui of... ROCKWELL-STANDARD | VW 


Transmission and Axle Division, Detroit 32, Michigan 


NATIONAL PETROLEUM NEWS * December, 1960 











e Economy of Abundance. Reports from Waxahachie, 
Tex., reveal that a Cadillac dealer there has a pile 
of small foreign cars in his showroom, under a sign 


marked: “Take One.” 


echo VALLEY 
SEAVICE STATION 





e Enterprise. Clem Dufau, a promotion-minded Phillips 
66 jobber in New Orleans, is getting credit for promo- 


tional activities beyond his regular efforts. 

On a local TV channel, two consecutive programs are 
Route 66 and another sponsored by Phillips milk of 
magnesia. 

Dufau has received many calls from friends and ac- 
quaintances, congratulating him on the programs and 


his promotional enterprise in putting them back to back. 



































“Can we handle an order for 360 first-line tires?’ 








o———__ 
TIM 


Ke 


Cor 


“They’re not making them like they used to.” 
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e You Can Fool... Automatic Car Wash Association 
is trying to get the Weather Bureau to change its forecast 
wording from “partly cloudy” to “partly sunny.” 


“Yep. Had the blinders on ‘em 
since they ate that Stutz in Fargo.” 
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Regional Sales Representatives 


ATLANTA 9, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 


BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 


CHICAGO 11, 520 North Michigan Ave., 
Raymond J. Kelly, Mohawk 4-5800 


CLEVELAND 13, 1164 Illuminating Bldg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 


DALLAS 1, 2100 Vaughn Bidg., 1712 Com- 
merce Street 
John Grant, Riverside 7-9721 


DENVER 2, Tower Bidg., 1700 Broadway 
John W. Patten, Alpine 5-2981 


DETROIT 26, 856 Penobscot Bldg., 
Walter G. Berger, Woodward 2-1793 
Carl J. Coash Jr., Woodward 2-1793 


HOUSTON 25, 725 Prudential Bldg. 
Gene Holland, Jackson 6-1281 


LOS ANGELES 17, 1125 West 6th Street 
Peter S. Carberry, Huntley 2-5450 


NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 


PHILADELPHIA 3, 6 Penn Center Plaza, 
Charles J. Jefferis, Locust 8-4330 


PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 


PORTLAND 4, Room 445, Pacific Building 
Scott Hubbard, Capital 3-5118 


SAN FRANCISCO 4, 68 Post Street 
Robert Koch, Douglas 2-4600 
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TOKHEIM INTERCEPTOR MODEL 448 


e Porcelain finish of dial section defies wear. 





¢ Nodiallighting. Saves power—saves lights. 


¢ Only the doors will ever need refinishing. 


e New Miracle Meter and Rotary Pump 
require minimum maintenance. 


e Bright, stainless steel sides and top never 
need refinishing. 


¢ Weatherproof seals keep rain, snow out. 


¢ Heavy metal recessed base protects finish. 


¢ Save on first cost too! 


SYMBOL OF EXCELLENCE 


] TOKHEIM CORPORATION 
OKHEIM FORT WAYNE, INDIANA 


Subsidiaries: GenPro inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 








This bottom-loading operation is on its own! 



































A. O. SMITH KEY-COUNTER 


SYSTEM SERVES HAULERS 24 


HOURS A DAY... REQUIRES 


MINIMUM SUPERVISION 





“Turn-key” service by A. O. Smith — the first bottom-loading, 

key-counter installation in operation. Opened at one of the northern 

terminals of a major oil company, it has shipped several million gallons 

of fuel oil during the first six months of operation. 

It works like this! Driver presets quantity wanted (choice of No. 1 range 

oil or No. 2 diesel) and opens A. O. Smith’s step-stop valve with his personal key for his 
company’s exclusive counter, A. O. Smith’s key-counter system does the rest—valve automatically 
shuts off at preset figure and key-counter registers the exact total taken out by the customer. 
Printed ticket (net gallons corrected automatically to 60°) records each transaction for billing. 
Advantages are two-fold! The company requires very little supervision — one employee leaves new 
tickets each morning and picks up recorded tickets from previous day’s purchases. Hauler can 
schedule his operation for anytime, day and night, to best fit his requirements. System also 
eliminates need for additional rolling equipment — makes for more deliveries with less equipment. 
To find out more on how A. O. Smith “turn-key” systems can fit into your 

operation, contact your A. O. Smith meter representative or write direct. 


Through research L%) . .@ better way 
AO.Smith 


Smith- £_.._ Division 


Factory: 1602 Wagner Ave., Erie, Pennsylvania. Offices: Atlanta 5, Ga.; Chicago 3, IlI.; Houston 2, Texas; Los Angeles 22, Calif.; New York 
17, N. Y.; Oakland 21, Calif.; Tulsa, Okla. Canada: Toronto 12, Vancouver 1. A. 0. Smith INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A. 











